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TOP IN ITS FIELD. 


ILLUSTRATED has the highest circulation 
and the lowest rate per 1,000 copies in its field. 
lis dominating position will be maintained 
in L954 by its brilliantly edited features and 


its glowing full-colour pages. 


“gy LOWEST COST 


Advance bookings are at a record high level. To be sure of 
ILLUSTRATED support for your campaigns—at the right 
time—you are advised to make your reservations now— 
especially for colour! 


A.B.C. WEEKLY WET SALE 1 109, 162 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, wW.C.2 
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ADVERTISER'S WEFALY 


Industrial 
Canteen 
Equipment 
Makers 


reach a 
ready market 
through ... 


‘Diplomas don’t 
sway the public 
mind’ 


Sik, -E. D. Byfield (October 
22) throws open a field the size 
of Texas 

Advertising, in my view, is not 
an exact science and like other 
creative work, playwriting, litera 
ture, painting and photography, 
the skill of its exponents is not 
revealed and cannot be even 
approximately assessed by exam- 
ination or Seonaal tests, The 
ability to do the work is dis- 
played only in doing the work 
itself, 

The truth is probably difficult 
of discovery but the opinion may 
be ventured that the men who 
initiate the advertising of which 
we really take notice owe nothing 
to prescribed courses, examina- 
tions and diplomas but rather to 
an inward and individual talent 
which they have nourished with- 
in them. 

It will be a very good day for 
advertising, and some other im- 
aginative pursuits, when examina- 
tions and diplomas are aban- 
doned and young men no longer 
will be encouraged to believe 
that when their minds have ab- 
sorbed a certain’ number of 
formule, they have attended so 
many classes, worked so many 
years in an agency of a recog- 
nised standard and received a 
particular diploma, that they 
possess that eloquence in word 
and line which sways the public 
mind and is the stuff of advertis- 


ing. 
(Address supplied.) E. MERNAGH. 


Reaching the right 
prospect 


Sik, It is surprising that for 
one who has been in advertising 
so long, E. D. Byfield) should 
regard an examination as a 
measure of ability for asprrants 
in advertising, and, wots my 
opinion that no matter how the 


To The Editor ee “PERSONNEL 


ii 


\.A. syllabus was revised, few 
advertising executives, particu- 
larly diploma holders, would te- 
gard the diploma as a qualifica- 
tion for a creative position in 
advertising. 

Furthermore, he seems to have 
overlooked some very — vital 
factors in the planning and pre 
paration of advertising. For 
instance, media—-marketing-—de 
sign and presentation —repro- 
duction and campaign planning, 
to mention but a few of the 
syllabus subjects, are not mere 

technicalities.” Together they 
form a background on which 
successful advertising is planned 
and created and, I feel that a 
knowledge of these is as impor- 
tant as the ability to write per- 
suasive COpy 

What use ts good copy if it is 
directed at the wrong prospect” 
How can it reach the customer 
effectively without attractive eye- 
catching presentation, and who 
can write persuasive copy with- 
out a knowledge of the market 
at which it is aimed? = Are these 
factors not to be considered” 

D. McCubritan 
30 Holders Hill Avenue, 
Hendon, N.W.4 


How errors are 
best avoided 


Sik, -The suggestion put for- 
ward by E. D. Byfield (October 
22). that the ultimate success of 
any advertisement is entirely 
dependent upon its copy, is too 
broad an issue to be so lightly 
dismissed 

No matter how good the copy 
may be, it must first be seen be- 
fore it can be read. IL have 
seen many choice examples of 
first-class copywriting completely 
obscured by weak presentation: 
illustrations spoiled by faulty re- 
production; layouts akin to jig 
saw puzzles. All these factors 
are so closely linked with one 
another, that the skimping of 
one, however slight, can fre 
quently turn the best advertise- 
ment into a dismal failure 

The student of advertising 
strives so to master his profes- 
sion that these errors may be 
skilfully avoided. His studies 
encompass the entire technicali- 
ties of advertising because, with- 
out this knowledge, his copy 
might as well remain unwritten 
And, in the end, he becomes an 
expert in advertising in its truest 
sense —-not merely an expert in 
one integral part. 

E. L. Bewsty. 
87 Fernside Road, 
Wandsworth Common, S.W.12. 


London evening 


classes 


Sik, —I sympathise with Harold 
Butler (October 15) and I believe 
he echoes a problem which con- 
fronts most London suburban 
colleges where the diploma 
courses are available. 

The answer is that the majority 
of London students preter to at- 
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Sin, If G. A. JT. Burdett’s 
views (October 22) represent 
those of many P.R.O.’s, there ts 
urgent need for some mental 
tidying-up 

Readership is, as Mr. Burdett 
says, roughly related to space. 
And no editorial campaign report 
is of any value without “classifi- 
cations and numbers of men- 
tions,’ as he puts it. I assume 
he means types of media, cir- 
culation figures and readership 
totals And surely we should 
consider page positions and the 
measurement of displayed tllus 


trations? (Chinese proverb 
“A picture is) worth = 1,000 
words”; modern version “A 
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MANAGEMENT, 
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INDUSTRIAL 
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Published by 


Shaw Publishing Co., 
180 Fleet Street, E.C.4. 


Chancery 8844 
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editors, etc., if ideas are being 
“sold. 

If the P.R.O. is seeking guid- 
ance for himself he must be 
careful. The success of a hand- 
out is a gamble. It depends on 
rival claims of other unforesee- 
able stories, the personal whims 
and fancies of copy-tasters, subs 
and layout men, however well- 
timed it is. What goes well at 
one time may be a flop next 
time 

Let us not introduce the com- 
parative readership values of ad 
and editorial space As Alan 
Hess has said, attempted free 
puffs go, or should go, on the 
spike. 


BERNARD B. SYKES 
114 Speer Road, 
Thames Ditton, Surrey 


STANDS FIRST AND 
FOREMOST IN LONDON ) 
AND PROVINCES — PROPRIETORS - ODHAMS PRESS LTD EFFICIENT SERVICE 


TEMPLE BAR 2468 112 HIGH HOLBORN W.C.1. G. L. McLELLAN - DIRECTOR 
PRINCIPAL BRANCHES MANCHESTER BIRMINGHAM LEEDS WATFORD SOUTH COAST 
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How much do 


DAILY HERALD readers 
spend on buying by mail ? 


The fourth of the new series of Commodity Reports dealing with the 
buying habits and purchasing power of “Daily Herald” readers, reveals the 
extent of buying by mail, the type of goods bought and the amount 

spent. The findings for “Daily Herald” readers are given alongside data 
for all households. 

This Report and the others in the series—* Boot and Shoe Cleaners, Pet Foods, 
Footwear, Outerwear, Bicycles and Accessories, Razor Blades, Shaving Creams, 
Dentifrice, and Holidays—throw further light on the rich resources of the 
“Daily Herald” national family market... where families are one-third 
better off than pre-war...where there are on average three wage-earners to 
every two homes...where 53% see no other national daily newspaper. 


* BOOT AND SHOE CLEANERS, PET FOODS, FOOTWEAR, AND BUYING BY MAIL are available now 


DAILY HERALD 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE, LONDON, WC 2 
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ADVERTISER'S WEPKLY 


Industrial 
Canteen 
Equipment 
Makers 


reach a 
ready market 
through... 


‘Diplomas don't 
sway the public 
mind’ 


Sik, FE. D. Byfield (October 
22) throws open a field the size 
ot Texas 

Advertising, in my view, is not 
an exact science and like other 
creative work, playwriting, litera 
ture, painting and photography, 
the skill of its exponents is not 
revealed and cannot be even 
approximately assessed by exam- 
ination or formal tests. The 
ability to do the work is dis- 
played only in doing the work 
itself, 

The truth is probably difficult 
of discovery but the opinion may 
be ventured that the men who 
initiate the advertising of which 
we really take notice owe nothing 
to prescribed courses, examina- 
tions and diplomas but rather to 
an inward and individual talent 
which they have nourished with- 
in them, 

It will be a very good day for 
advertising, and some other im- 
aginative pursuits, when examina 
tions and diplomas are aban- 
doned and young men no longer 
will be encouraged to believe 
that when their minds have ab- 
sorbed a certain number of 
formule, they have attended so 
many classes, worked so many 
years in an agency of a recog- 
nised standard and received a 
particular diploma, that they 
possess that eloquence in word 
and line which sways the public 
mind and is the stuff of advertis- 
ing. 

(Address supplied.) EB. MERNAGH. 


Reaching the right 
prospect 


Sik, It is surprising that for 
one who has been in advertising 
so long, E. D. Byfield) should 
regard an examination as a 
measure of ability for asprrants 
in advertising, and, it ts my 
opinion that no matter how the 
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PRINCIPAL BRANCHES 


To The Editor ee | .. “PERSONNEL 


\.A. syllabus was revised, few 
advertising executives, particu- 
larly diploma holders, would ve- 
gard the diploma as a qualifica- 
ton for a creative position in 
advertising. 

Furthermore, he seems to have 
overlooked some very vital 
factors in the planning and pre 
paration of advertising. For 
instance, media—marketing —de- 
sign and presentation —repro- 
duction and campaign planning, 
to mention but a few of the 
syllabus subjects, are not mere 
“technicalities.” Together they 
form a background on which 
successful advertising is planned 
and created and, I feel that a 
knowledge of these is as impor- 
tant as the ability to write per- 
Suasive Copy 

What use 1s good copy if it is 
directed at the wrong prospect”? 
How can it reach the customer 
effectively without attractive eye- 
catching presentation, and who 
can write persuasive copy with- 
out a knowledge of the market 
at which it is armed’ Are these 
factors not to be considered” 

D. McCiettan 
30 Holders Hill Avenue, 
Hendon, N.W.4 


How errors are 
best avoided 


Sik, ~The suggestion put for- 
ward by E. D. Byfield (October 
22), that the ultimate success of 
any advertisement is entirely 
dependent upon its copy, is too 
broad an issue to be so lightly 
dismissed 

No matter how good the copy 
may be, it must first be seen be- 
fore it can be read. | have 
seen many choice examples of 
first-class copywriting completely 
obscured by weak presentation: 
illustrations spoiled by faulty re- 
production: layouts akin to jig 
saw puzzles. All these factors 
are so closely linked with one 
another, that the skimping of 
one, however slight, can fre 
quently turn the best advertise- 
ment into a dismal failure 

Ihe student of advertising 
strives so to master his profes 
sion that these errors may be 
skilfully avoided. His studies 
encompass the entire technicall- 
ties of advertising because, with- 
out this knowledge. his copy 
might as well remain unwritten 
And, in the end, he becomes an 
expert in advertising in its truest 
sense —not merely an expert in 
one integral part, 

E. L. Bewsety 
87 Fernside Road, 
Wandsworth Common, §.W.12. 
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London evening 
classes 


Sik,—I sympathise with Harold 
Butler (October 1S) and I believe 
he echoes a problem which con- 
fronts most London suburban 
colleges where the diploma 
courses are available. 

The answer is that the majority 
of London students preter to at- 
tend classes in either the City 91 
the West End. They require 
classes which are reasonably 
convenient to not only their 
places of work but their home- 
ward bus and rail routes 

The result is that the demand 
for student accommodation fai 
exceeds the supply at the central 
London colleges 

At one central London college 
the enrolments are so heavy that 
classes are run in duplicate and 
not all students wishing to enrol 
can be accommodated 

Earlier in the year I sought 
to overcome the problem by ask- 
ing the Regent Street Polytechnic 
to provide diploma classes, but 
accommodation was not avatl- 
able 

There is only one real answer 
to the problem and that is the 
establishment of a central London 
School of Advertising on the 
lines of the London School otf 
Printing. However, that is an 
ambition-—but it is not merely a 
dream. 

In the meantime it is to be 
hoped that the London County 
Council will co-operate by pro- 
viding further diploma courses 
at another college in central 
London 

FP. W. Jerxins. 
Chairman, 
Diploma Students’ Circle. 


This column-inch 


business 


Sin, If G. A. TF. Burdett’s 
views (October 22) represent 
those of many P.R.O.’'s, there is 
urgent need for some mental 
tidying-up 

Readership is, as Mr. Burdett 
says, roughly related to space. 
And no editorial campaign report 
is of any value without “classifi- 
cations and numbers of men- 
tions,” as he puts it. I assume 
he means types of media, cir- 
culation tigures and readership 
totals And surely we should 
consider page positions and the 
measurement of displayed illus 
trations? (Chinese = proverb 
“A picture ois) worth = 1,000 
words’; modern version “A 
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pocket cartoon is worth a 
column of text™.) 

Do I consider whether 3 in. of 
editorial matter is as successful 
as “harvest of 2,000 in.”? Per- 
haps. Is a 3 in. s/c picture on 
the front of a big circulation 
Sunday paper as good as: 2,000 
in. scattered throughout the trade 
press? It all depends Ihe 
danger is. as Mr. Burdett says, 
in taking these figures at their 
face value 

It all depends on why the 
P.R.O. is reviewing his editorial 
achievements. If it ts for re- 
porting to top-rank executives. 


THIS WEEK 
Northern Counties Market Survey 
page 257. 
NEXT WEEK 
Plan for a college for advertising. 


WATFORD 


they don't want long, technically 
phrased details, just an overall 
picture. And that is where 
total column-inches are apt to 
creep in, with graphs 

Surely what matters ts impact 
in the right place. That can 
only be revealed by sales graphs 
if a product is being sold; by 
votes, signatures to petitions, 
follow-up leaders and letters to 
editors, etc., if ideas are being 
‘sold.’ 

If the P.R.O. is seeking guid- 
ance for himself he must be 
careful. The success of a hand- 
out is a gamble. It depends on 
rival claims of other unforesee 
able stories, the personal whims 
and fancies of copy-tasters, subs 
and layout men, however well- 
timed it is. What goes well at 
one trme may be a flop next 
time 

Let us not introduce the com- 
parative readership values of ad 
and editorial space. As Alan 
Hess has said, attempted free 
puffs go. or should go, on the 
sptke. 

BERNARD B. SykKts 
114 Speer Road, 
Thames Ditton, Surrey 
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| How much do 
DAILY HERALD readers 
spend on buying by mail ? 


The fourth of the new series of Commodity Reports dealing with the 
buying habits and purchasing power of “Daily Herald” readers, reveals the 
extent of buying by mail, the type of goods bought and the amount 
spent. The findings for “Daily Herald” readers are given alongside data 

q for all households. 

This Report and the others in the series—* Boot and Shoe Cleaners, Pet Foods, 
Footwear, Outerwear, Bicycles and Accessories, Razor Blades, Shaving Creams, 
Dentifrice, and Holidays—throw further light on the rich resources of the 
“Daily Herald” national family market... where families are one-third 
better off than pre-war...where there are on average three wage-earners to 
every two homes...where 53% see no other national daily newspaper. 


** BOOT AND SHOE CLEANERS, PET FOODS, FOOTWEAR, AND BUYING BY MAIL are available now 


DAILY HERALD 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE, LONDON, WC 2 
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To Younger Women Everywhere 


this 1s the 


Because of its sparkling vitality, its exclusiy 
up-to-the-minute features and its authoritative information 


on every feminine interest, WOMAN'S ILLUSTRATED 
stands alone in the affection of well over half-a-million of 
Britain’s most fashion-minded, beauty-conscious wome 


Beauty Adviser . . . inspired fashion guidance by 
Christian Dior . . . lovely designs by Pierre Balmain 
... the first knitting patterns ever created by 
Norman Hartnell—these unique current features 

are characteristic of the editorial enterprise 

which is doing such great work for 
WOMAN'S ILLUSTRATED advertisers. 


BOOK NOW FOR 1954 


At 11/3 per page per thousand, 
WOMAN'S ILLUSTRATED is the best adver- 
lising investment in its field. Space, which 
is very much in demand in this all-gravure 
weekly, is limited. 

To make sure of your booking for 1954, 
you are strongly advised to place it NOW. 


AN A.P. PUBLICATION 
PAGE RATE £300 
4id. WEEKLY 


A. W. Burnett, Advertisement Director, 


The Amalgamated Press Ltd., The Fieetway House, Farringdon Street, London, E.C.4 
Central 8080 
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FIRST IN THE FIELD 
Irish agents’ boost 
for advertising 


pass advertising agents are launching a campaign to advertise 
advertising. 

Sponsored by the Irish Association of Advertising Agencies 
the campaign will break next mont); The cost—how much is 
not disclosed—will be met by the Association. 

John C. Oakes, the Association's secretary, told ADVERTISER'S 
WEEKLY: “This campaign has been vader consideration for over 
a year. Agents felt that it was time they began to advertise 
themselves. The press have been very co-operative in allocating 
space. 

“The aim of the campaign will be to draw the public’s atten- 
tion to the way modern advertising works.” 

Each Irish agency will hold the account in turn for a period 
of three months. The initial advertising will be handled by 
McConnell’s Advertising Service Ltd. of Dublin. 

A series of six ads. has been prepared. Eleven inch triple 
column spaces are being booked in Dublin morning newspapers 
and possibly one evening paper. 


THE DEVELOPMENT OF CLASSIFIEDS: 
THEME FOR NEXT CONFERENCE 


The programme for the forth- | ~ a : 
Blonde hunt 


coming Classified Advertising | 
County Perfumery are sponsor- 


Conference, to be held at 
Birmingham in February next 
year, is rapidly taking shape. ing a nation-wide contest for 
The theme of the conference, | their Hiltone hair bleach to find 
“Britain’s most beautiful blonde,” 
tying up with the new Twentieth 


which this year is being organ- 

ised jointly by the West Mid- 
Century-Fox production “Gentle- 
men Prefer Blondes.” It is 


lands Newspaper Advertisement 
described as “the year’s most ex- 


Executives’ Association and the 
Herts and Beds Newspaper Ad- 

tensive tie-up.” G. S. Royds 
are the agents. 


vertisement Executives’ Associa- 
tion, will be “The Development 
of Classifieds.” Final details were 


. Seg 
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*Mrs. Feather’ will 
sell chocolates 


New advertisements for Dor- 
chester chocolates will feature 
Jeanne De Casalis, the creator of 
“Mrs. Feather.” The copy will 
take the form of some typical 
“Mrs. Feather” monologues. 

The agents, Glovers Advertis- 
ing Ltd., state: “This will be a 
new approach to ‘testimonial’ ad- 
vertising in that the advertise- 
ments are not direct endorse- 
ments of the chocolates by Miss 
De Casalis, though this, of 
course, will be indirectly implied 
by the fact that she has written 
such enthusiastic, though still 
typically ‘Mrs. Feather, mono- 
logues.”’ 

Dealer advertising and point- 
of-sale displays have been 
planned to tie in with the cam- 
paign which will break in the 
nationals next month. 


Jeanne De Casalis at the 
where final arrangements were made 
for the Dorchester chocolate cam- 


meeting 


paign. On the right is T. “ 
Glover, managing director of 
Glovers Advertising, and on the 


left, E. D. W. Attenborough of the 

copy department. Standing is G. J. 

Skinner, account executive in charge 
of the account. 


406-page ‘Autocar’ 
has record sale 


The “London Show Report” 
number of The Autocar, out last 
Friday, contained 406 pages in 
4-colours, 2-colours, beck and 
white and gravure. 

Its advertisement pages carned 
the messages of 603 displayed 
advertisers, as well as 5,593 
classified announcements 

Net sales were the highest ever 
recorded for any issue of The 
Autocar 


discussed at a special meeting of 
the Herts and Beds Association 


at the offices of the Newspaper 
Society last Friday. 

The meeting was attended by 
L. J. Stallard (Express & Star, 
Wolverhampton) on behalf of = 
the West Midlands Association, = 
Miss G. R. Cowing (governing 
director of the Barnet Press), 
vice-president of the Herts and 


Beds Newspaper Proprietors’ 
Association; John Sargeant 
(Home Counties Newspapers 


Ltd.), hon. secretary of the Herts 
and Beds NPA; and R. W. 
Grundy, information officer of 
the Newspaper Society 
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‘Vigorous salesmanship’ is to be ‘Transport 


Commission’s policy 


COMPETITION IN| PUBLICITY WILL 
HELP BID FOR PROSPERITY 


HE 


British Transport Commission 


£14 million a year on advertising its various services 
is now pledged to “more vigorous salesmanship than circum- 
stances have permitted up to now.” 


[his assurance was given by a 
member of the Commission, Sir 
Reginald Wilson, at the annual 
convention of the Association of 
British Travel Agents at Torquay 

“It is estimated that the public 
transport services of the United 
Kingdom, excluding taxis and 
car-hire, have an annual revenue 
to-day approaching £900 million 
and of this sum about £400 
million is attributable to passen- 
ger travel,” said Sir Reginald, 

“In many respects this income 
can be greatly influenced by the 
attention of the salesman and 
selling agent, and there is no 
doubt that the workaday mar- 
ket for travel by rail and road 
within the United Kingdom has 
still to be fully exploited. 


Bold anticipation 
“L hope that our customers 
will not begrudge to the great 
undertakings joined together 
under the Commission, a modest 


measure of profitability .... and 
will also allow us to employ, 
within reason, the normal 


methods of earning our profits. 
“By this | mean a bold antici- 
pation of the public needs, a 
continued drive to curtail un- 
economic and ancient activities 
and to switch our resources to 
more profitable uses (remember- 
ing always the need to finance 
a due degree of unprofitab!: 
transport) and, above all, a 
vigorous selling of all our ser- 
vices, carrying and non-carrying, 
both by competition in price and 
uality and by competition in 
the field of publicity. 

“Unless we are reasonably free 
in these things, how can we 
possibly compete?” 


Creating demand 

Expressing the view _ that 
emphasis would now shift in- 
evilably from the production to 
the selling side, Sir Reginald 
continued: “ One has to ask first 
what precisely is the transport 
product one can offer, where one 
can sell it, and at what price 
Thereafter it is the job of the 
production side to see whether 
operating methods and costs can 
be accommodated to the dictates 
of markets and sales 

“It is no longer a question of 
simply providing trains or buses 
and then trying to sell the seats 
in them; we must sell first-——or 
at least create the sales demand— 
and then produce the right 
quantity at the right time and at 
the right price. 

“You may expect, in future, a 
still more vigorous salesmanship 


than circumstances have _ per- 
mitted to us up to now. Already, 
I think some of you have noticed 
more ‘attack’ in our posters and 
advertisements. But, in addition 
to service advertising, there are 
the resources, the ingenuity, and 
the interest of the travel agencies 
which we shall hope to mobilise 
to the full... . 

“We are determined to develop 


our market through the best 
sources available to us. Through 
the many excellent and hard 


working travel agencies who co- 
operate with us (368 of whom, 
with 775 branches, are now ac- 
credited to the railways), through 
the developing of better contacts 
in relation to travel by road, and 
through our own’ experienced 
commercial and publicity staffs, 
we shall show ourselves, I ven- 
ture to believe, fully primed, 
qualified and equipped to go 
forward in search of new pros- 
perity.’ 


SUNKAP AT THE 
DAIRY SHOW 


Visitors to the Dairy Show at 
Olympia this week are being 
offered samples of Sunkap, the 
new O. R. Groves Ltd. drink 
which, as reported last week, is 
being marketed solely through 
dairies, 

Ihe Sunkap stand, with a 
dominant po scheme _ of 
orange and black, incorporates a 
large facsimile of the Sunkap 
bottle, and was designed by 
Olympia Ltd. 


which spends some 


The “ 
an article about E.MJ. Ltd 


Evening Standard” helico; 


er, bearing copies of the paper containing 
lands at one of the factory car parks. 


‘Censorship would be dangerous’ 
‘Guardian’ chairman warns 


A change of public opinion 
was the only answer to a problem 
facing the press, L. P. Scott, 
chairman and managing director 
of the Manchester Guardian and 
Evening News Ltd., contended 
at the annual dinner of the 
northern area of the Institute 
of Packaging in Manchester last 
week. 

To-day we had _ Randolph 
Churchill leading the criticism of 
a section of the press because it 
gave the public what it wanted, 
Mr. Scott declared. On the other 
hand Lord De La Warr was lead- 
ing the movement against the 
BBC monopoly, some of the 
critics of which argued that .t 
had been giving the public not 
what it wanted but what it 
thought the public ought to have. 


Fundamental necessity 

As far as the press was con- 
cerned, Mr, Scott took the view 
that in the end it came down 1o 
the point of view thet the free- 
dom of the press was a funda- 
mental necessity, without which 
no country could remain a 
democracy. Freedom must in- 
clude freedom to satisfy the 
demand of every substantial 


Members of the newly formed Advertising 


visited the “Reader's Digest 


is the president, Percy Allard of the J. W ga Thompson Co., 
pictured are Reg White (Reader's Digest 


and D. F. White (the J. 
(T. B. Browne, Litd.), 
and Belding Ltd.), 


George E. 


fgency Production Association 


premises last week. On the extreme right 
rw Also 

A. §. Clifford, E. . Phillips 

Walter allt Co., Lid.), H. j' ‘Gorman 
Mitchell and H. Bond (Foote, Cone 


A. Bishop, J. Cowan and M. Robertson (Gordon and 


Gotch (Advertising) Lid.), and H. J. Peters (C. D. Notley Advertising Ltd.). 


group of people within the 
community. 

Any sort of censorship would 
be a terribly dangerous thing. 
While it might prevent what was 
considered an abuse, other 
people would not take the same 
point of view. The only answer 
to the problem was a change .n 
public opinion. 

Lord De La Warr had earlier 


stated that he could not antici- 
pate the Government's White 
Paper on television. He hoped, 
however, that certain people 


would realise and feel when they 
saw the proposals that the 
Government had taken the mis- 
givings of many serious people 
extremely seriously. 


Organisation 
for agency 
production men 


The Advertising Agency Pro- 
duction Association has been 
formed. 


Membership is restricted to the 
production and print buying de- 
partments of agencies. 

The idea of forming the Asso- 
ciation was first discussed be- 
tween Jack Lamprell of Dor- 
lands, Percy Allard of the J. 
Walter Thompson Co., Frank 
Chinnock and Dick Shaul of 
Young and Rubicam, and, with 
the help of Harold Butler of 
Saward Baker's, W. R. Phillips of 
Mather and Crowther and others 
the Association was launched. 

Meetings are held bi-monthly 


in the lecture room of The 
Monotype Corporation. 
Ihe Association’s aims are 


social and for the advancement 
and improvement of production 
knowledge and techniques. 

Ihe present committee is: 
P. R. Allard, chairman (J.W.T.); 
F. C. Chinnock, vice-chairman 
(Y.&R.); W. R. Phillips, secretary 
(Mather and Crowther); G. Mit- 
chell (Foote, Cone and Belding); 
H. E. Palmer (Greenwood Ad- 
vertising). 
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Births. deaths. 


‘Recorder’ 


marriages free 


10/- tokens 


for classifieds 


Some 25,000 gift tokens, entit- 
ling the holder to 10s. worth of 
classified advertising, at 6d. a 
word, have been issued by the 
new daily “The Recorder.” 

Notices of births, deaths, 
marriages and engagements are to 
be inserted in the new paper free. 


The policy of “The Recorder,” 
s P. E. Deverall, general 
ager, is that these items are 
s and therefore entitled to go 
without charge. If the flow 
omes excessive, however, it 
my be necessary to impose a 

churee in order to regulate it. 


; 


HE first new daily paper in Britain for a generation, 
“The Recorder,” made its appearance on Tuesday, and 
despite its sober make-up presented an issue calculated to 
prove its contention—*“a quality newspaper need not be dull.” 


Readers were told, in a front 


page announcement: 
“You may think this paper 
does not look new. That is 


deliberate, for if a newspaper 
looked freakish the British 
people would glance at it with 
curiosity the first day and then 
drop it for lack of confidence. 

“The newness is in the reading 
of the paper.” 

Above the leader column ap 
peared this pronouncement: 

“The Recorder believes in 
God; has pride in the influence 
for good of Britain and the great 
British Empire; takes joy in the 
happy family: believes in youth 
and progress: encourages work 
and a developing industry; seeks 
opportunity for everybody to 
make for themselves a_ pros 
perous and fuller life.” 


Advertisers’ ‘full faith’ 


In an open letter to readers 
the manager stated: “We are 
glad to say that the most famous 
British advertisers and the lead- 
ing advertising agencies have 
shown full faith in the daily.” 

Advertisements in the first 
issue included a full page for 
Regent petrol, and half pages 
for Everybody's and for 
Weston’s biscuits, which carried 
the headline: “Reading The 
Recorder will now be a daily 
habit like eating Weston’s 
biscuits.” 

Other display advertisers in- 
cluded F. John Roe Ltd, 
Bowaters, Marshall & Snelgrove, 
Sells Ltd., Interflora, Ciro Pearls, 
Harrods, Martell brandy, Bovril 
and Ever Ready. 

In aggregate classifieds in the 
first issue amounted to the best 
part of a page. 


‘Rothermere helped’ 


The editor, W. J. Brittain, in a 
footnote to Randolph Churchill's 
“Guide to the Press” article 
stated: “Lord Rothermere, as 
chairman of the Newspaper Pro- 
prietors Association, did good 
by stealth (we happen to know) 
in advocating, against’ the 
timidity of some other news- 
paper owners and managers, that 
all possible freedom should be 
allowed to enable The Recorder 
to launch itself successfully.” 

An edition printed on parch- 
ment was sent to the Palace for 
presentation to the Queen. 


First off the machine 


\ew press for weekly 
newspaper group 


Ihe five papers in the Ilford 
and East London Publications 
Ltd group are now being 
printed on a new double-unit 
Cossar printing press 


266006002 2 


. 
By George ! 

A. T. D. George, who is a 
director of the Robert Free- 
man Co., took a packet of 
a proprietary _ indigestion { 
¢remedy from his bathroom { 
cabinet. ‘ 
| He copied the formula and 
asked the chemist to make 
thim up the same quantity. 
The chemist did. Cost 6s. 6d. 

Cost of the proprietary 
remedy per packet—9}d. 

“The only reason why this 
branded product costs the 
consumer 9}d., instead of} 
6s. 6d., is because advertising 
has created a mass-market 
f and the first person to benefit 
from this is the purchaser,” 
wrote Mr. George in a letter 
published in the “Observer” 
on Sunday. q 


4 


HE MARKETS OF 
TO-MORROW 


“To-morrow’s Markets” is the 
theme of a one-day conference 
to be held by the Incorporated 
Sales Managers’ Association at 
Connaught Rooms, London, on 
Friday of next week. 

Noted executives who will dis- 
cuss how they formulate a sales 
plan and organise the sales 
power for future markets will 
include: T. C. Bower, sales 
manager, Thomas Hedley & Co., 
Ltd.; S. Gordon Sloan, general 
sales manager, Rubery, Owen & 


Co., Ltd; J. Valentine Backes, 
director and general manager, 
Ch. Goldrei, Foucard & Son, 


Ltd.; and F. C. Hooper, manag- 
ing director, Schweppes Ltd., and 
Kia Ora Ltd. 

Luncheon, under the chairman- 
ship of the Association's presi- 
dent, Lord Luke, will be pre- 
ceded by the annual mecting. 


Ruling sought on use of 
coat-of-arms in ads. 


ANCHESTER City 


Council—and maybe 


other 


authorities—is to seek Parliamentary powers to ensure 
that permission to use the City’s coat-of-arms for advertising 
or any other purpose must be sought from the Council. 


This decision is a sequel to a 
recent admission by Middleton 
Town Council that, while it did 
not approve the request of a local 
brewery for permission to repro- 
duce the borough’s coat-of-arms 
on beer bottle labels, it had no 
power to prevent the brewery 
from going ahead without per- 
mission 

It was stated then that the 
coat-of-arms could be put on 

a dog collar, or: even tattooed 

on someone's chest, without 

the Council being able to do 
anything about it. 

Manchester's lead, it is be- 
lieved, may be followed by other 
local authorities. 


The ruling at Middleton has 


drawn the following observation 
from an official of the College of 
Arms: 


“The granting of arms is the 
prerogative of the Crown, and 
no grantee, whether an indivi- 
dual or a corporate body, can 
give permission for any other 
body to use those arms. By 
common usage, such as the use 
of armorial bearings on souvenir 
pottery, a slight relaxation of the 
rule may sometimes be _per- 
missible, but those concerned 
should consider each case very 
carefully before allowing the 
arms to be used. The use of the 
borough arms by such institu- 
tions as local clubs, industrial 
concerns, etc., is quite wrong, 
though it may be permissible to 
compile a non-armorial design, 
incorporating in it, say, one 
change from the borough arms 
as an expression of loyalty and 
affection.” 


ADVERTISER'S WEEKLY 


Brewer denies 
campaigning for 
sponsored TV 


Brewers are not in favour of 
sponsored television, according 
to S. H. Combe, chairman, 
Watney Combe Reid & Co., Ltd 
In his annual report he states 
“It has been noised abroad that 
brewers would like to see spon- 
sored television and have even 
campaigned for its adoption. 

“There is no truth in these 
rumours and I consider that sufli- 
cient advertising channels already 
exist through which the com- 
pars products can be brought 
fore the public.” 


Strong demand 
for paper 

Strong demand for practically 
all types of paper and board con- 
tinues and delivery dates are 
lengthening. 

It is, perhaps, too soon to talk 
of a shortage, but it is a fact 
that many mills are unable to 
give prompt delivery (writes our 
paper trade — correspondent) 
Boards for packaging and wrap- 
ping papers are heavily booked 

The Board of Trade recently 
announced supplementary cur- 
rency allocations for the import 
ot ‘certain items, including kraft 
wrappings, sack kraft and straw- 
boards. Some of the British 
mills would prefer to see a more 
liberal currency allowance for 
the importation of wood pulp, 
so that more paper could be 
produced at home, 

Licensing arrangements for 
paper and board produced in the 
United Kingdom will be un- 
changed in the next licence 
period. This means that, with 
the exception of newsprint, for 
which a specific licence is still 
required, producers are autho- 
rised under a bulk licence to 
deliver or convert any quantity 
of paper and board produced 
Next year licensing will be on a 
six-monthly basis 


Weeklies will meet 
to discuss plan 
for competitions 


Representatives of a number of 
weekly local newspapers are to 
meet at the Waldorf Hotel, Ald- 
wych, London, at 2.30 p.m. on 
Friday, November 6, to consider 
a proposal that they should pro- 
mote co-operative competitions 

Ihe idea was first mooted by 
Joseph Pendlebury, editor and 
director of the Bolton Standard, 
who has called this meeting after 
correspondence with local week- 
lies in various parts of the 
country 

Mr. Pendlebury’s idea is that 
weekly newspapers should join 
together in promoting co-opera- 
tive competitions, each contribut- 
ing an agreed sum. In this way, 
he emphasises, local weeklies 
could offer large prizes. 
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Club News 


Aberdeen 


Comparison with 
American methods 


Professor John Pilley, of the chair 
of education at Edinburgh Univer- 
sity, spoke to the Publicity Club 
ol Aberdeen on * The Relation be- 
tween Education and Advertising.” 

Having spent 14 years in America, 
he drew some enlightening compari- 
sons between British and American 
advertising methods and spoke of 
the great benefit to be obtained by 
co-ordinating the field of the ad- 
vertiser with that of the educator. 

At the Club's annual general 
meeting the following office oad 
were appointed: chairman, A. J. 
Mitchell; vice-chairman, William 
Barr; hon. secretary, Gordon E. 
Mclver; hon. treasurer, Miss 
Riddler; executive council, J. R. 
Carry, J. A. Knowles, J. O. Mathie, 
J. Pirrie, H. Webber and imme- 
diate past chairman Bruce Farquhar. 


Glasgow 


Getting down to 
‘grass roots’ 


The Advertising Association looks 
to the clubs to “project advertising 
to the grass roots" to the house- 
wives and the ordinary public, L. E. 
Room, director general, told the 
Publicity Club of Glasgow. 

He recalled that at the clubs’ 
conterence the most important of 
the resolutions passed stressed the 
need for public relations in adver- 
tising. It was vital that in the 
different clubs there should be a 
number of good speakers who 
could get up at meetings of 
Chambers of Commerce and other 
bodies and put intelligently the case 
for advertising. 

Following the lunch an extra- 
ordinary general meeting was held 
for the purpose of appointing a 
new vice-president. James Hastings, 
of Peter A. Menzies, was the only 
nominee and was declared = ap- 
pointed. 


Birmingham 
Effect of publicity 
on football 


Prominent personalities of Aston 
Villa F.C. spoke to Birmingham 
Publicity Association of the effect 
of publicity on football. 

Chief speaker was Eric Houghton, 
Aston Villa's manager, who said 
that although publicity in general 
was invaluable to football clubs, 
adverse publicity had a more 
serious effect on players’ morale 
than many people might imagine, 
especially if the team were going 
through an unsuccessful period. 


Aldwych 
Quest for new 


members 


The chairman of the Aldwych 
Club, F. Howard Potter, has circu- 
larised members appealing for 
voluntary donations to meet the 
cost of a membership drive. . 

This is necessitated by an ecight- 
year extension of the lease on the 
Club premises at an additional 
rental of £575 per annum. 


At the Glasgow Pubblicit 
Mrs. 
D. C. Gourlay, president, 


Club's dinner-dance on Monday, left to rivt 
D. C. Gourlay, Alex Mitchell, chairman, Aberdeen Publicis§ © +b, 
Glasgow 


Publicity Club, G. P edion 


president, Glasgow Rotary Club, and Mrs. Sneddon 


Southampton 


Protection for the 


consumer 


The broad effects of the new sec- 
tions of the Merchandise Marks 
Act which come into operation on 
January 31 next year were explained 
to the Southampton Publicity Club 
by W. J. Leaper, secretary, of 
the Solus Outdoor Advertising 
Association. 


Leicester 


Keeping it short 
‘at the bar’ 


“The importance of four-letter 
words” was R. S. Caplin’s subject 
when he visited Leicester Publicity 
Club. 

He emphasised how direct and 
unmistakabie is the simple short 
word and gave numerous examples 
in support of it, including Shake- 
spearian quotations. Advertising 
men, he said, were “advocates at 
the bar of public opinion” and 
careful study must be made of the 
jury and the product. 


‘ friday, October 

4 LIVERPOOL PUBLICITY ASSOCIATION 
annual dinner and dance. Adelphi 
Hotel, 

Pusuicrry Ciun or GLascow 
luncheon. Robert Anderson on 
“The Scottish Motor Show.” 

+» November 2 

Pusticrry Cius oF LOonpon. 
Sydney Allard on “Motor Sport 
and how it helps to sell British 
cars overseas.” Waldorf Hotel. 
6.15 p.m. 

DatLy 
dinner. 

. 

Barrtsn ASSOCIATION OF INDUS- 
TRIAL Eprroxs tuncheon (London 
and Home Counties branch). Arthur 
C, Clarke on ‘The exploration of 
space."" Shaftesbury Hotel. 1 p.m. 

REGENT ADVERTISING CLUB. Hal 
Saward on “Merchandising.” 6.30 


Mimrorn golden 
Grosvenor House. 
lovember 3 


Jubilee 
7 p.m, 


p.m, 

DISPLAY PRODUCERS AND SCKEEN 
Painters Association (Northern 
branch). ‘‘Technicist’’ on ‘The 
popular mechanics of screen print- 
ing.’ Old Nag's Head Horel, 
Manchesier. 7 p.m. 

w . 

Poustuicrry CLus OF NoRProik anp 
Nokxwicn. Eric Hinde on “Sales 
promovion in a departmental store."” 
Castle Hotel, Norwich. 7.30 p.m. 

INSTITUTE OF PUBLIC RELATIONS, 
D. K, Winslow on “News values 
in and =e industry.” 


Oxford 
° ° 
Praise for American 
. . . 
pioneer spirit 

Oxford retailers would — find 
much to admire and much to 
envy in American business methods, 
in the opinion of Miss Elizabeth 
Craythorne. 

Telling the Advertising Club of 
Oxford about her recent visit to the 
United States as president of the 
Oxford Business and Professional 
Women's Club, Miss Craythorne 
recommended the pioneer spirit and 
the eagerness to work that inspired 
American business. 


Hull 


‘ . . rg’ rT 
Competitive ‘TV 
Competitive television would 
greatly enliven and raise the cul 
tural standards of the  viewiny 
public, said Miss A. M. Whitley 
at the October meeting of Hull 
Publicity Club 
An opposing view was expressed 
ty L. Firth, who thought it dan- 
gerous to allow such a medium as 
television to pass out of public 
control 
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AD VER TISING 


DIARY 


Shaftesbury Hotel, 12.45 p.m 

Pusticiry CLUB oF LONDON 
Little journey to Pinewood Studios. 

Barrisn Direct Mat ADVERTIS- 
ING) ASSOCIATION tea time talk. 
Brains Trust on ““What direct mail 
means in the advertising scheme.” 
Criterion Restaurant. 4 p.m, 

ADVERTISING CLUB OF OxPoRD 
J. W. W. Cassels on ‘The magic 
of the letter box.”’ City Restaurant. 
6.30 p.m. 

MANCHESTER PUBLICITY ASSOcIA- 
TION luncheon mecting. Speaker 
George C. Band, Everest Expedi- 
tion. 


Thursday, November 5 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION annual dinner. Guest 
of honour: Peter Thorneycroft, 
M.P., president of the Board of 
Trade. Claridges. 


Friday, November 6 
INCORPORATED SALES MANAGERS 
Association, One day conference 
on “To-morrow’s markets’ and 
annual meeting. Connaught Rooms. 
Pusticiry CLUB OF SHEFFIELD 
annual ball. Royal Victoria Hotel. 
Alm Pusiic RELATIONS ASsOcIA- 
TION annual dinner. Londonderry 
House, Park Lane, W.1. 
Berks AND Bucks Pusticrry 
CLus. Fenner Brockway, M.P., 
and A. Everett Jones on **Advertis- 
as we see tt."’ Royal Hotel, Slough. 
7.45 p.m. 
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Peterborough 


Quiz barrage on 


retail selling 


Topics ranging from price cutting 
to the decline of custom in public 
houses were dealt with at the 
Peterborough Publicity Club's first 
meeting at which a panel of ex- 
perts in advertising, trading and 
publicity answered a_ series of 
questions on retail selling. 

Chairman for the evening was the 
secretary of the Peterborough 
Chamber of Trade, A. Schofield, 
who said the shopkeeper—or retail 
distributor as he was described by 
the government—was a member of 
the country’s most important in- 
dustry. 

Members of the panel were L. W. J. 
Hancock, chairman of the club and 
publicity manager of F. Perkins 
Ltd. ; M. Albinson, the club's 
vice-chairman and a director of the 
Rooster Publicity Service; C. A. 
Russell, managing director of 
George Sangster Lid.; L. A. Mans- 
field, advertisement manager of the 
Peterborough Standard; and §S,. R. 
Seear, account executive. 

W. D. Hardie, advertising man- 
ager of Harrods, spoke on “The 
problems of a_ store advertising 
manager’ at the second meeting ol 
the club. _ 


Progress of the 


Wiggins Teape Group 


About 250 members of the male 
staff of The Wiggins Teape Group 
were entertained at dinner by the 
directors at the Criterion, the chair- 
man, L. W. Farrow, presiding over 
the gathering which included mem- 
bers of the staff from all parts of 
Great Britain and Ireland and from 
as far aficld as South Africa and 
Argentina. 

In proposing the toast of the 
stafl, Mr. Farrow recounted the 
many improvements and additions 
to the Group’s mills which have 
taken place since 1945. 

Andrew Gibson, sales area mana- 
ver for Scotland, — for the 
staff in a witty speech. 


. . 
Festival dinner 
The 66th Anniversary Festival 
Dinner of the Lloyd Memorial 
(Caxton) Seaside Home, Deal, con- 
valescent home for members of the 
Printing and Allied Trades, will be 
held in the Connaught Rooms, 
London, this (Thursday) evening. 
Results of the —s for funds 
will be announced by the president 
of the Home, W. Surrey Dane, 
chairman of the Daily Herald and 
joint managing director of Odhams 


Press Ltd. z 
Speakers will include Herbert 
M.P., and Lord Man- 


Morrison, 
croft. + ree: 
Football 


Newnes lead the 
League table 


George Newnes head the London 
Advertising Football League table 
with six points, having won their 
three matches to date. They are 
followed by Tex Press 5 points. 
and London Press Exchange 4 
points. Results: Allardyce Palmer 
4. Benson 2; Royds 3, Tex Press 
5; Newnes 12, Warland 1; Allar- 
dyce Palmer 4, Tex Press 4; Lon- 
don Press Exchange 11, Bensons 1. 
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‘Sheppey’ in aid 
of NABS 


NABS has again benefited 
by the generosity and hard work 
of The Fleet Street Players, 
who performed Somerset Maug- 
ham’s play, “Sheppey,” at the 
Fortune Theatre, London, on 
Monday and Tuesday. 

Frederick Griffin, founder and 
director of the Players, who took 
the title role, successfully con- 


veyed an idea of Sheppey’s 
humanity and compassion. He 
was ably supported by Megan 


Williams as his kindly wife, 
Betty Barclay as his narrow- 
minded conventional daughter, 
and Ernest Turner as her calcu- 
lating fiancé. But the outstand- 
ing performance of the evening 
was that of Edith Catchpole, as 
the good-hearted prostitute. 
Satisfactory performances were 
given in supporting roles by: 
Jim MacGillivray, D. B. Hirschle, 
Peter Harrison, Deirdre Whit- 
taker, Derek Thurley, Philip H. 


Bennett, John Chalcraft, Joyce 
Hoare, Francis Donovan and 
Gordon Clarke. 
Players thanked 
Well deserved applause was 


given to Harold Matthews, who 
produced the play, and John Bla- 
grove, the Players’ stage manager. 
H. L. Clarkson, hon. secretary ol 
NABS, had the audience all 
with him when he thanked the 
Players and all others who had 
contributed to the success of the 
evening. 

These included Toni Wedlock, 
the Players’ assistant stage mana- 
ger; Jeane Griffin, wardrobe 
mistress; Catherine Kerins, assis- 
tant wardrobe mistress; and May 
Hewlett, box office manager. 

In a programme note the 
Players acknowledged the support 
and assistance of Stua:t Mander, 
advertisement director, George 
Newnes Ltd., Harris Kamlish, 
advertisement director, Odhams 
Press Ltd., Surridge Dawson & 
Co., Ltd., for space given in their 
trade guide, C. & E. Layton, for 
printed handbills, The Deanery 
Press, for two-colour posters, 
Funnell Dyson & Gregory Ltd., 
for front cover blocks, John 
Tait & Partners, for blocks, 
Spicers Ltd., for paper, Arnold 
Lerner (V. Pethick Ltd.), for 
cover design, Carl E. Bedford, 
for “Box Office” premises, Yard- 
ley & Co. Ltd, and Cyril H. 


Fisher, hon. publicity officer, 
McGraw-Hill Publishing Co., 
Lid. 


Agriculture shows 
survey planned 


A survey and directory of agri- 
cultural and horticultural shows is 
to be published early in the new 
year by the National Farmers’ 
Union 

The 1954 edition of the Northern 
Show Guide, which incorporates all 
the national and county shows of 
Great Britain, is now being com- 


iled by the Union's north regional 
PRO. Ernest E. Milner. 


ee! 


1 “Daily Minute” 
huted at Piccadilly Circus. 


being distri- 


‘News-sheet’ for 
sales promotion 


iver §00,000 copies of the 
Dy Minute, a four-page folio 
Si, news-sheet promoting the 


nes Remington 60 shaver, have 
ben distributed in London and 
11 \cading provincial cities, It 
is esiimated that it has secured a 
readership of two million. 

Vien with Daily Minute con- 
te bills distributed the paper 
al usy street corners. The front 
‘a lead story was headed 
“Ko olution” and told the story 
of ‘ie changes in men’s shaving 
hats, Other features included 
a short detective story, a strip 


cartoon advertisement based on 
the Horlicks style, and pictures 
of tamous people using the 


Ren ington 60. 

\ folder, giving details of the 
promotion, along with a copy of 
the Daily Minute, was mailed to 
all retailers. 


Soft drinks sales 
warning 

fantastic” estimates of the 
sales likely to be achieved in 
this country by Coca-Cola and 
other soft drinks have been chal- 
lenged by S. H. Combe, chair- 
man of Watney Combe Reid 
& Co., Ltd., in his annual report. 

After stating that the end of 
sugar rationing would allow the 
company to go ahead with its 
plans for expanding the sale of 
Coca-Cola, he states: “It would 
be extremely rash to assume that 
consumption of soft drinks in 
this country will necessarily rise 
to the American figure. , . . Time 
and money will be needed to 
expand the market for Coca- 
Cola.” 


Vidor ad. offer 


to retailers 

A “50/50” advertising offer to 
pay half a dealer's expenditure 
on the advertising of Vidor pro- 
ducts is announced by Vidor 
Ltd., of Erith, the radio, tele- 
vision and electrical equipment 
manufacturers. 

A new leaflet reproduces some 
20 advertisements of various 
sizes and designs available to 
dealers, and includes offers for 
assistance with circular letters, 
cinema slide contracts, special 
displays, and the use of poster 
sites on dealers’ premises. 


ADVERTISER'S WEEKLY 


How many readers of “Ad- 
vertiser's Weekly” have read a 
Haslam Mills advertisement? 
Probably very few. 

Yet Haslam Mills was the 
master copywriter of his ° 
By the graceful limpidity of his 
style he raised the ting of 
advertisements to a literary art. 
His copy was as effective in 
selling the products advertised 
as it was delightful to read. 
His influence on the evolution 
of British copywriting has been 
profound. 

“Advertiser's Weekly” is to 
publish, as a Supplement to its 
Christmas Number, on Decem- 
ber 17, an anthology of the 
best Haslam Mills advertise- 
ments. His nephew, G. H. 
Saxon Mills, director, W. S. 
Crawford Ltd., will contribute 


“Advertiser's Weekly’ to publish 
Haslam Mills anthology 


LEADING COPYWRITERS WILL DISCUSS HIS WORK AS 
BASIS FOR NEW APPROACH 


a critical appreciation of his 
work, 


But study of the past is only 
of value in that it gives a 
pointer to the future. 


The Supplement will, there- 
fore, also carry articles by two 
of the leading copywriters of 
to-day, in which, with Haslam 
Mills as their starting point, 


they = suggest a2 new 
approach to copy required by 
the changed conditions of the 
modern world. 


Demand for this number of 
“Advertiser's Weekly” from ad- 
vertisers and agents and all who 
are concerned with creative 
advertising is expected to be 
phenomenal. Orders should, 
therefore, be placed now to 
avoid disappointment. 


Press-button listeners. 


CARTOON FILM AT 
ROYAL SHOW 


The Royal Film Performance 


on Monday was opened with the 
showing of a 10-minute coloured 
puppet cartoon film, “The 
Figurehead,” made by Halas and 
Batchelor Cartoon Films Ltd. 

It was the first all-British film 
to be screened at a royal film 
show for two years. 

Based on a Cornish . 
read by Robert Beatty, it tells the 
story of a mermaid who fell in 
love with a handsome but un- 
responsive ship's figurehead. 

“The Figurehead” was selected 
for showing from 300 British 
shorts made in the last 12 
months. It has already won inter- 
national film awards in Berlin 
and Helsinki and has now been 
booked for nation-wide distribu- 
tion in the United States. It will 
be shown in more than 500 
American cinemas~—-the first ever 
British cartoon film to get 
national distribution there. 


* 
Buying records 
. 

by self-service 

A self-service scheme for re- 
cords has just been inaugurated 
at His Master's Voice Oxford 
Street showrooms in London. 

Records are contained in a 
series of racks, which are classi- 
fied under such headings as: 
“Disc-Jockeys’ Choice,” “Film 
Hits,” “Continental Cabaret,” 
“Swing,” and “This Month's 
Releases.” They can be heard 
in two ways. A multi-channel 
press-button panel features 24 
titles, any of which can be heard 
on an earphone by finger-tip 
pressure on a button; and there 
are also 24 playing desks, each 
fitted with two earphones, on 
which customers can play over 
records they have chosen from 
the “Help-Yourself” racks. A 
complete floor has been set aside 
to provide this service. 


‘Woman and Home’ 
tops a million 


Many congratulatory letters 
have been received by A. W 
Burnett, advertisement director 
of the Amalgamated Press Ltd., 
following a telegram he sent to 
advertising agents announcing 
that the sale of the November 
issue of Woman and Home had 
exceeded one million copies. 


’ 

Not ‘Scope 
Last week we reported a petition 
for the winding up of Creative 
Journals (Industrial) Lid., which is 
down for hearing in the Companies 
Court. To prevent any confusion 
Creative Journals Ltd., publishers 
of Scope, ask us to point out that 

this did not refer to them. 
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CUS 


Selwyn Mattox joins 
Woodalls as group 


ad. manager 


Woodalls Newspapers Ltd., Os- 
westry, have appointed A. Selwyn 
Mattox as advertisement manager of 
ther Group of weeklies centred at 
Wiexham. The group includes the 
Wrexham Leader, Flintshire Leader, 
and Advertiser & Star. R. Sheppard 
Holway will retain his directorship 
at Wrexham. Mr, Mattox joined 
the newspaper industry through the 
Birmingham Post and Mail. He was 
then appointed to the Express and 
Star (Wolverhampton) market re- 
search department, and later was 
promoted to be head of the “smalls” 
advertisement department of — the 
same paper, 

* * * 

Souvenir programme for last 
Monday's Royal film performance 
in aid of the Cinematograph Trace 
Benevolent Fund was compiled 
without cost to the Fund through 
the co-operation — of Stephen 
Wheeler and Theatre Publicity, Ltd 
Sidney Shurman and Langlord & 
Co., Ltd., secured advertising space 
and compiled programmes — for 
premiéres at Bristol and Bourne- 
mouth. A. M. Malin, sales pro 
motion manager of both these 
companies, was responsible — for 
editing and producing the = three 
publications, 


Joining Harrap 

R. H. Langbridge has resigned 
his pesition a circulation manager 
with Time & Tide to join George 
G. Harrap & Co., Ltd., as publicity 
manager with effect from Novem- 
ber 16. After early training with 
an advertising agency, Mr. Lang- 
bridge entered publishing by way 
of the Encyclopaedia Britannica Co. 
He then moved to Hutchinson's 
subsidiary companies and shortly 
alter took over all advertising ar 
publicity for the Hutchinson group 
which he handled for a number 
of years. Immediately after the 
war he joined Lutterworth Periodi- 
cals in a similar capacity, leaving 
them in 1950 to be deputy publicity 
manager, Daily Express. 


+o 

Niall Sheridan, general manager 
of Fogra Failte, the Irish national 
tournst publicity organisation, is in 
Rome at the convention of the 
American Travel Agents’ Associa- 
tion. 

* * 

B. B. Titchener, a director of B. 
Dellagana & Co. Ltd., is spending 
a few months with the Associated 
Newspapers of Ceylon Ltd. in an 
advisory capacity in Ceylon. The 
Associated Newspapers of Ceylon 
Ltd., who produce five daily and 
three Sunday newspapers, employ 
over 1,200 workers in their Colombo 
establishment. 


A good product gets the right audience in 


About 


R. B. Williams-Thompson has 
resigned his directorship of S. T. 
Garland Advertising Service Ltd. in 
order to devote himself fully to the 
interests of Sidney-Barton Ltd., of 
which he is also a director. Pres- 
sure of his work with Sidney-Barton 
Ltd. recently obliged him to resign 
the chairmanship of three other 
companies and ons the board of 
the Harlow Development Corpora- 
tion. 


* * * 


H. H. Bennett, London represen- 
tative of The Hindu and Sport & 
Pastime, will be leaving London 
early in November on, a three to 
four months’ business visit to the 
head offices of the company in 
Madras. He will also visit branch 
oflices at Bombay, Calcutta, New 
Delhi and Bangalore. 


Paper head 

lo mark his 25 years with the 
Express organisation Arthur Chris- 
tiansen, editor of the Daily Express, 
was on Saturday presented with a 
head of himself. It was by Vasco 
Lazzalo and cast in newsprint. 
More than 300 staff members from 
the London, Manchester and Glas- 
gow offices were present at the 
ceremony in London. Speakers in- 
cluded Percy Cudlipp, editor of the 
Daily Herald, E. Robertson, 
chairman of London Express News- 
paper Ltd., and Trevor Evans, 
Daily Express industrial correspon- 
dent and a director of the Group 


* * * 


Kenneth Stacey, formerly in the 
advertisement department, Express 
and Star, Wolverhampton, has n 
Sage as assistant to Q. E. M. A. 

ing, area manager for the mid- 
lands and the north. 


J. Hastings 


New publicity manager 
for Cape Asbestos 


Hugh Barty-King has been ap- 
pointed publicity manager of the 
Cape Asbestos Group of Com- 
panies in place of Michael Newton, 
who has been made personal assis- 
tant to K. C. Gray (sales director). 
Mr. Barty-King has been with the 
pe and public relations office at 
ondon Transport and in Govern- 
ment Information Services (Ministry 
of Civil Aviation and Colonial 
Office). For a time he was press 
and public relations officer of the 
Brush / ABOE Group. 


* * * 


James Hastings, of Peter A. 
Menzies (Advertising), has been 
elected a vice-president of Glasgow 
Publicity Club. 


* * * 


Ronald Prentice, advertisement 
manager of The Banker, is now on 
a continental contact tour, visiting 
clients in Switzerland, France and 
Belgium. 


* * * 


Desmond King has been ap- 
puinted advertisement manager of 
Modern Poultry Keeping and the 
Small Farmer. He was formerly 
on the sales and publicity stalf of 
Vidor Ltd. 


Should auld acquaintance .. . 


At the luncheon in honour of Archie Swatton and Jack Bottell. Between 
Archie (left) and Jack (right) are Hugh ; a Appleto: 


red Pemberton. 


K. Stacey 


mn, E. H. Hull and 


Octoser 29, 1953 


A. Selwyn Mattox 


8S. C. F. Allen, joint managing 
director, David Allen & Sons, Ltd., 
with his bride, formerly Mrs. 
Patricia Garthwaite. They were 
married at St. Columba’'s, Pont 

Street, London, last Thursday. 


* * * 


H. Muir-Hardinge, manager, ad- 
vertising and sales promotion de- 
artment, Ford Motor Company of 
ndia, Ltd., announces his resig- 
nation as from the end of this 
month, after an association with 
the Indian company dating back to 
1933. The resignation is stated to 
ve perfectly amicable on both sides. 


* * * 


Mrs. Joan Pick, wife of the 
designer, Beverley Pick, has joined 
the staff of Brewster Owen & Co. 
as an executive. Mrs. Susan 
Gilruth, the detective novelist, 
author of Sweet Revenge and Death 
in Ambush, has also joined the firm. 


* * * 


Marjorie Lovell Burgess, lectures 
officer, the Gas Council, has been 
on a speaking tour in Yorkshire. 


* * * 

Leslie C. Richardson has joined 
Roles & Parker Ltd. as technical 
author. He was formerly in the 
technical publications department of 
D. Napier & Sons Ltd., the marine 
and aircraft engineers, and prior to 
that was in the publicity department 
of Standard Telephones & Cables. 


OBITUARY 
E. C. Pain 


Edward Charles Pain, editor and 
partner in his family’s newspaper, 
the Deal, Walmer, Sandwich and 
East Kent Mercury, died at the 
week-end, aged 81. 


AVERAGE WEEKLY NET SALE 136,407 


All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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eos aNd one person out of every three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of three in Great 


Britain reads the Sunday Pictorial. 


For, with 
an average net sale of 5,262,856, the Sunday 
Pictorial goes into millions of homes all over the 
country. It is read by every adult member of the 
family on the best advertising day of the 
week—the day they have time to read 
advertisements at leisure, and saies messages 


sink in. 


Space in the Sunday Pictorial is 


exceedingly economical too. 


Compared 


with 1939 its square inch per thousand rate has 


increased much less than that of o> nae” ee” 
any other Sunday newspaper. 5, blll / 
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{ Posters witha down 
{ on the farm 


“Bathing costume” posters 
advertising voluntary agricul- 
tural holiday camps were 
criticised at an agricultural 
workers’ rally in Newcastle by 
R. Stanley, organiser in Nor- 
}thumberland and Durham for 
the National Union of Agri- 
t cultural Workers. 

The posters misled people 
to expect a holiday and not 
jhard work, he complained. 
“Agricultural workers don’t 
work in bathing costumes; 
they often need to wear sacks 
»fo protect themselves from 
the thistles,” he said. 


so 


BDMAA plan six 


brains trusts 


At each of the six British 
Direct Mail Advertising Associa- 
tion tea-time talks for the 
1953-54 season a panel of experts 
will answer questions on various 
aspects of direct mail. 

These meetings will take place 
at the Criterion Restaurant, Lon- 
don, on the first Wednesday of 
the month until April, 1954. 
Next Wednesday a panel com- 
posed of H. L. Clarkson (S. H. 
Benson Ltd.), R. J. Cowen 
(Wellington Press Ltd.), Miss 
Kay Murphy (Linguaphone Insti- 
tute Ltd), and T. Robertson 
(lime-Life International Ltd.), 
will deal with questions under 
the heading “What direct mail 
means in the advertising 
scheme.” 


Two agencies, 
one brochure 


Entitled “Two Agencies who 
Believe in Advertising,” a bro- 
chure issued by Tibbenham 
Publicity Ltd. London, and 
Willsmore & Tibbenham Ltd., 
Norwich, reproduces as a centre 
spread a double-page advertise- 
ment published in ADVERTISER'S 
Weexty. This contained ad- 
vertisements for The Wholesale 
Textile Association, Norwich 
Union Insurance Societies, and 
others of the agencies’ clients. 


Plea for niceties 
of typography 


A plea for the niceties of typo- 
graphy in advertisements was made 
by Vivian Ridler, assistant printer 
to the University Press, Oxford, in 
a talk to the London and Home 
Counties Region of the British 
Association of Industrial Editors. 


he choice of suitable sizes of 
type and length of line, proper 
leading and the use and balance 


of white space, careful letter spac- 
ing and the perfect fitting of initial 
letters, were well worth the extra 
trouble and slight extra cost, he 
said. 

Historic advertisements, and also 
masterpieces of “‘period’’ layout 
trom Punch advertisements, were 
shown on a screen. 


ee 
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Crippled boy poster is 


another safety ‘shocker’ 


A road safety poster shortly 
to be issued by the Royal Society 
for the Prevention of Accidents 
is likely to excite as much con- 
troversy as did the famous 
“Black Widow.” 


It will depict, with — stark 
realism, a one-legged boy, using 
crutches, and will be captioned 
“Road Safety Matters.” 

This will not be a_ pleasant 
poster. I[t is intended as a sharp 
reminder of the consequences of 
carelessness on the roads. The 
R.S.P.A believes that the 
gravity of the position warrants 
shock tactics as an exception to 
its normal policy of gently edu- 
cational publicity. 

Picture shows artist Maurice 
Rickards working on the finished 
design from a half-scale rough 
To get the “feel” of the job, he 
borrowed a pair of crutches and 
tried them out. 


“shocker” 


“Black 


First glimpse of a 
which follows the famous 
Widow.’ 


‘Enthusiastic salesmen can carry 


conviction to 


The modern agency's services 
extend far beyond the sphere of 
press advertising—and its range 
is still extending. 

This was the contention of 
A. Bruce MacColl, head of the 
research department, G. S. Royds 
Ltd., in a talk to the British 
Sales Promotion Association in 
London 

Advertising was a part of sell- 
ing, but it was only within com- 
paratively recent times that the 
tull implications of that statement 
had been recognised and acted 
upon, he said. 

“With the service advertising 
agency handling all the media for 
a campaign there could be a 
recognisable family likeness run- 
ning right through from the 
package to the press and maga- 
zine advertisements, the signs, the 

osters, display material and 
iterature, and even films and 
radio programmes, if these media 
were appropriate. Thus, instead 
of a jumble of separate elements, 
came an integrated campaign.” 

Not so long ago some manu- 
facturers were firmly of the 
opinion that the sales side was 
nobody's concern but their own. 
Offers of help, or requests for 
sales information, were met with 
the attitude, expressed or implied, 


that the manufacturer did not 
need to be taught his own 
business. 


“But selling is no longer so 
easy as it was in the days of 
shortages, and the chill breath of 
competition on the back of one’s 
neck can change even fixed 
ideas,” said Mr. MacColl. 

Emphasising the value of the 
retailer's co-operation Mr. Mac- 
Coll advocated a combined effort 
by the agency and the manu- 
facturer’s salesmen. 

“It happens only too often that 
the first a salesman knows of his 


the dealers’ 


firm’s new campaign is when he 
opens his morning paper,’ he 
added. 

It was not enough to describe 
a new campaign to salesmen in 
a circuiar or bulletin. There was 
no substitute for a meeting where 
not only the material of the cam- 
paign, but the thinking behind 
it, could be described in detail 

“Only when there has been full 
discussion, and the salesmen have 
been made enthusiastic about 
it, can we carry conviction to the 
dealer.” 

Even when the campaign had 
been launched the agency was 
still intimately concerned. 

“There will be results to be 
assessed and compared, lessons 
to be learned and remembered 
for future guidance, and perhaps 
success stories to be publicised.” 


Thirty members of the 
Weekly” Grove Farm at Tring. 
and advertising guests of 


Publicity Club of London visited the 
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What workers 


want to know 


Addressing the midlands 

branch of the British Associa- 
tion of Industrial Editors in 
Birmingham, Bryan  Samain, 
editor of Ingot, house magazine 
of Richard Thomas & Baldwin 
Ltd., said that most of the 1,200 
house magazines in Britain were 
beginning to show strong signs 
of development. 

He said that there was an in 
creasing awareness in industr\ 
that house magazines had an 
important job to do, and that : 
they were going to do the job 
properly—and thereby justify 
their cost—they must be allowec 
to include information of far 
reaching importance to the orga 
nisation they serve. 

Readers, in short, wanted not 
only sports and social news, but 
also news of how their company’s 
money was being spent on techni- 
cal and other developments, anc 
whether or not the company con- 
cerned is getting sufficient orders 
for its business to prosper. 

The publication of such in 
formation, he suggested, justified 
the existence of a house maga 


zine, “for it goes a long wa' 
toward repaying the financia! 
outlay—in terms of increased 


morale, strengthening of good- 
will, and general development 


Gold medal layout 
competition 


For the first time, 
in the British Federation ol 
Master Printers’ Annual Gold 
Medal Layout Competition wil! 
be assisted by a representative ol 
young master printers and by 1 
printing school teacher. 

The test in this, the eleventy 
competition, is to design a leaflet 
appealing for funds for the 
restoration of an old church. A 
letterheading is also required or 
one of the following: a handbil . 
a car sticker, a letter sticker (or 
poster stamp), or a book marb 


the judges 


og =m 


‘Farmers 


Also present were a number of agency 
George Hillyar, 


advertisement manager or 


“Farmers Weekly.” 
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What the Tycoons saw... 
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...1n their favourite paper 


The Tycoon is a symbol of the successful man of affairs 
who finds in THE ECONOMIST not only a brilliant commen- 
tary upon the world around him, but in its advertisement 
pages a varied presentation of the good things of life. 


Tycoons are not entirely absorbed with matters of capital 


investment ; they also buy personal goods and luxuries 
for themselves and their families. Many distinguished 


advertisers and their agents* believe that THE ECONOMIST 
with its sale of 50,000 copies weekly (ABC net sale first 
half 1953: 49,927) provides a quite unique market for 
the sale of goods and services of the highest quality. 

* Dorland Advertising Lid. are the advertising agents for Edison Swan and 


Booth's Gin; Armstrong-Warden Ltd. for Larra Cigars; and Colman, 
Prentis & Varley, Ltd. for Shell Petrol 
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Funny ads. are favoured 
174-7 in mail vote 


The acid test 
of advertising 


The life blood of business is 
advertising. 

This statement was paid for in 
the Sheffield Star by Frank B. 
Roper, motor-cycle — specialist, 
of London Road, Highfield, 
Sheffield, 

He used it as headline for a 
lengthy announcement in_ the 
classified columns, which stated: 

“We are frequently asked by 
our customers, and even by our 
accountants, if our annual ex- 
penditure on advertising 1s justi- 
fiable and profitable. We can 
only reply by quoting our sales 
turnover which increases every 
year, That is the acid test and 
sure proof that, first, our adver- 
tisements are carefully read, and, 
secondly, our goods, prices, and 
service are not exaggerated and 
falsely represented. 

“Many of our customers call 
on ous with a cutting of our 
advertisements to back up their 
belicf in our various statements, 
particularly when specific goods 
and prices are quoted. 

“Modesty in advertising pays 
good interest on outlay, and 
builds up goodwill and trust in 
the advertiser.” 


No ‘Scott’ in 
the firm 
Origin of the Paint, Oil & 


Colour Journal and the Pottery 
Gazette were recalled by E. P. 


Cireenwood, managing director 
of the publishing firm, Scott 
Greenwood & Son ltd, at a 


Coronation Year dinner given to 


the staff at the Criterion 
Restaurant, London. 

He said that the firm was 
founded by his grandfather, 


Thomas Greenwood, in 1877. He 
founded the Paint, Oil & Colour 
Journal, in 1879, as the Oil & 
Colourman's Journal, It was 
then a monthly journal but later 
became a weekly and changed its 
title to the Oil & Colour Trades 
Journal. Three years ago the title 
was changed again, to its present 
form. The Pottery Gazette & 
Glass Trade Review, to give that 
journal its full tithe, was founded 
even earlier, in 1875, and has 
been a monthly throughout its 
career. 

Commenting on the title of the 
firm, Mr. Greenwood said there 
never was a “Scott” in the busi- 
ness, but originally there was a 
Hoseason Smith. The title then 
was Smith, Greenwood & Co., 
and when Mr, Smith retired the 
name “Scott” was substituted for 
Smith 

Mrs. J. M. Greenwood, widow 
of Edgar Greenwood, and chair- 
man of the company, presided 


“ This is a private argument 
but anybody may join in.” In 
fact over 200 all over the world 
joined in 

Accles & Pollock, the Birming- 
ham firm of steel tube manufac- 
turers, wanted to know whether 


to continue their series of 
humorous advertisements or to 
branch out into a new. series 


with factual copy. 

In an effort to reach a decision 
their agents, T. Booth Waddicor 
& Partners Ltd, placed a full 
page advertisement in Punch and 
The Economist, with the heading 
quoted above, showing the two 
types of advertisements side by 
side. They asked readers to re- 
turn a coupon, also written in 
humorous vein, which was 
attached 

Readers joined in the fun 
Letters arrived addressed to 
Winkles & Cockles, Scallops and 
Cockles, Shackles & Wedlock, 
Suckles and Airlock and similar 
variations. One hundred and 
seventy-four stated categorically 
that the humorous series should 


be continued and only seven 
were against. 
Superb series 
Fifty-five letters came from 


overseas, including one by air 
mail from Australia and no 
fewer than 34 from America. 
An American advertising agent 
wrote: “ Your series is superb 
Business sorely needs advertising 
with such spirit and imagination.” 
Another American suggested 
that all the A. & P. humour ad- 
vertisements should be compiled 


into a booklet. He volunteered 
to distribute them personally 
along Madison Avenue, drop 


them from an aeroplane or have 
them enclosed in steel tubes so 
that he could hit United States 
copywriters over the head with 
them 

One reader threatened to can- 
cel his subscription to Punch if 
the series was discontinued, while 
another wrote: “It is such a 
pleasure to find a little deliberate 
nonsense in The Economist.” 

A little girl wrote that if ever 
she wanted to buy steel tubes she 
would buy those with funny ad- 
vertising-- and so would her 
mummy and daddy 

oe 


youll be glad you gave 


This bus-back, designed by Stan Krol for Smiths English Clocks Ltd., 
silk screened in six colours, will appear on London buses next month. 
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pet 


Some of the staff of Severn Publicity Lid., Kidderminster, enjoy a cruise 


on the Severn in a motor 


yacht owned by head artist Leslie Noke (centre) 


Retailers quiz proves success of 
first “Carpet Fortnight’ 


Following the success of the first 
Carpet Fortnight, which was 
held from September 26 to 
October 10, the organisers, the 
British Carpets Promotion 
Council, are already consider- 
ing plans for the further pro- 
motion of carpets. 


They may run a _ co-ordinated 
promotion advertising cam- 
paign on an annual basis 

Speaking at a trade press con- 
ference Dennis Clive, director 
of trade promotion with the 
International Wool Secretariat, 
which sponsored the Fortnight 
jointly with the Federation of 
British Carpet Manufacturers, 
said: “We have laid the cor- 
nerstone of what will be a 
valuable basis for wocl carpet 
promotion in the future.” 

To assess the results of the pro- 
motion 5,000  questionnatres 
were sent to retailers. Over 


900 were returned. Sixty-seven 

r cent stated that Carpet 
Fortnight was a success, S7 per 
cent said that their sales dur- 
ing the period had increased 
and 64 per cent reported that 
they had received inquiries for 
future sales. 

One of the features of Carpet 
Fortnight was a competition 
run by Picture Post in which 
competitors had to select the 
shade of carpet they would 
choose for various rooms. It 
was estimated that there would 
be 20,000 entries. In actual 
fact 30,000 were received. 

In the trade press field Carper 
Review organised a windew 
display competition to encour- 
age better carpet displays. Jo 
date there have been 112 
entries. 

Carpet promotion advertising is 
handled by C. J. Lytle (Adver- 
tising), Ltd. 


78 EXHIBITIONS WILL BE STAGED IN 
NATIONAL HOOVER WEEK 


One of the biggest sales pro- 
motion campaigns ever planned 
is scheduled for National Hoover 
Week, November 2-7. Two new 
Hoover products, a steam-or-dry 
iron and a new cylinder cleaner, 
will be introduced. 

Large space advertising in the 
leading national and provincial 
newspapers, and the women’s 
weekly and monthly magazines, 
is planned to feature these two 
products and to promote the 
theme behind National Hoover 
Week, which is “ Use a Hoover 
product during National Hoover 


, Ne Seeds 
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Week.” In connection with ths 
a two-day free loan offer of a 
cleaner, a washing machine or 
a polisher is being made 

To back Hoover advertising 
throughout the country, author 
ised dealers are making use ol 
a range of free stereos, in sizes 
from 4 in. dc. to a full page 

Erwin Wasey and Co., Lic. 
are handling all the advertising 
Special National Hoover Week 
exhibitions and film shows are 
being staged at 78 = different 
centres throughout the countr\ 
Well over a million invitation 
cards have already been issued 
These will be used as entrance 
tickets, and will qualify the 
holder for a daily ballot to be 
held at each exhibition. The 
winner will receive a new 
Hoover steam-or-dry iron 

In addition, an oldest cleaner 
competition is planned 


L.1.P.A. examinations 


Students intending to enter tor 
the 1.1.P.A. examinations to be held 
on December 15 and 16 are re- 
minded that they must send in their 
applications at once. Entry forms 


can be obtained from the Institute 
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{ LIFE INTERNATIONAL is a unique advertising medium for showing the 
world what you have to sell. 
\ Every fortnight, the English-language edition of LIFE INTERNATIONA! 
= goes to more than 120 countries outside the U.S. and Canada. A 
Spanish-language edition circulates in the Republics of Latin 
America. 
73% of the men and women who read these editions are in the upper 
t income groups. A large proportion of them are also in positions 
to influence the buying of business, industry and government. 
Only in LIFE INTERNATIONAL can you reach so many top-of-the- 
market readers in so many parts of the world. There is a place in 
‘ its large, beautifully printed pages for the advertisements of your \ 


company. The Advertisement Director will be pleased to send you 
further information. 


LIFE "IN ENGLISH — average net paid 
circulation 250,000 — 300,000 copies in 
English, circulating in 120 countries out- 
side North America. 


LIFE EN ESPANOL— average net paid circu- 
lation 200,000 — 250,000 copies in Spanish, 
circulating in Central and South America. 


These are the INTERNATIONAL EDITIONS 
of LIFE MAGazine, with a combined 
circulation of over 500,000 copies every 
fortnight 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON WI 
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COMMENT 


WHY A.B.C.? 


“Give us more facts, and especi- 
ally, more A.B.C. net sales.” 
This is what advertising agents 
replied when asked, in a recent 


“Advertiser's Weekly” survey, 
to say what more media could 
do to help them serve their 

It looks ‘as if 

looks as if their wish is 
fulfilled. ons 

A.B.C. membership has increased 
by 55 to a record figure of 906 
since John Coope became 
chairman in April, and the list 
of new members includes 18 
publications. 

Why is A.B.C. certification of net 
sales so desirable in the 
interests of advertising? 

The Audit Bureau of Circulations 
came into being at the instance 
of advertisers because they 
felt the need for an indepen- 
dent and reliable guarantee of 
circulation figures. 

To-day it is recognised as provid- 
ing an essential service, and is 
supported by an ever increasing 
number of adveriisers, agents 
and publishers. It has played 
an invaluable role in the 
establishment of advertiser 
confidence in advertising. 

As more and more publishers 
become members and thus gain 
the right to publish their net 
sale figures with the A.B.C. 
hallmark, this confidence is 
maintained and strengthened. 


BURNED FINGERS 


“Too many firms rush blindly 
into foreign markets without 
first carrying out market re- 
search, In consequence, many 
get their fingers burned.” 

This assertion in a recent address 
by L. B. Cort, managing 
director of C.P.V. Export Lid., 
is probably an under-statement. 
One hears from overseas ad- 
vertising men visiting this 
country stories of almost in- 
credible blunders by British 
firms trying to sell their pro- 
ducts in territories of which 
they are utterly ignorant. 

For example: of sole selling 
agents situated in towns remote 
from the main centres of com- 
munication; of inept and in- 
effective advertising; of pro- 
ducts wrongly styled for the 
market. 

Yet these things need not be. 
There are experts, both here 
and overseas, who do know the 
answers. To consult them 
before embarking on a selling 
campaign is an_ elementary 
a 
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Ashed how he would implement a decision to hit back 
at the critics of our business, a clubs leader proposes a 


Voluntary ad. campaign 


|! is very heartening to hear 
that at last advertising is to 
use the technique of public rela- 
tions to speak up and to speak 
out for itself. The promise of 
action is stimulating. , 

I know that throughout the 
country the advertising clubs are 
awaiting their briefing with keen 
impatience. The club movement 
has many speakers and enthusi- 
asts who but need the spur of a 
central plan and a brief to go 
out and talk to the local trade 
associations, chambers of com- 
merce and local authorities, and, 
within their capacity, to help 
carry into effect the policy of 
the Advertising Association. 

The declared object of the 
Association’s campaign is “to 
promote public confidence in ad- 
vertising.”’ As I see it the general 
public, apart from a_ vocal 
minority, is indifferent as to the 
mechanics of our business. It is 
little interested in the economic 
justification of advertising, a 
matter surely of more concern to 
the actual and potential user, the 
business man and his financial 
advisers. 

As the principal aim of the 
campaign is to answer the critics 


of advertising, we must, at the 
outset, assess the extent and 
character of that criticism I 


wonder whether this criticism 1s 
quite as widespread and as harm- 
ful as is often thought? To me 
there seems to be no general lack 
of public confidence, although 
there is an absence of apprecia- 
tion of the function of advertis 
iag in many industrial and com 
mercial concerns. Many busi 
nesses make no use whatever of 
it. They say they do not believe 
in it. That is not to say that 
they distrust it; they just do not 
see how it can be of benefit to 
them. Here, surely, is the public 
for our public relations, and an 
audience to whom we could 
speak 

What is the real objective of 
promoting public confidence in 
advertising’ Is it merely to 
answer the critics? No, I would 
go further and say it is to pro- 
mote the expansion and greater 
use of advertising. 

If, therefore, this becomes our 
ultimate aim, should we not con- 
sider the users, actual and poten- 
tial, of advertising and talk to 
them? We know from first-hand 
experience what advertising has 


achieved; case histories can illus- 
trate our point. 

I want to make a suggestion 
which, if adopted, can prove a 
powerful partner to the public 
relations campaign of the A.A., 
an Advertising Campaign for 
Advertising. This idea 1s certainly 
not new, but its consecration 


GUEST COLUMN 
by 
IVAN F. LUCKIN 


Chairman-elect 
Club Development Committee 


now would be most appropriate 


and timely. What is new is its 
proposed modus operandi 
In promoting the case for 


advertising we ought to make use 
not only of the skills and tech- 
nique of public relations, but also 
those of advertising itself. Most 
of the £30,000 will be fully and 
well employed on the public rela- 
tions side. Normally a campaign 
would need money of the order 
of say, £100,000, a sum far be 
yond present consideration 
However, would it not be pos 
sible to encourage a voluntar\ 


effort, representative of mayor 
branches of the business, and to 
invite contributions in kind? 

With a draft pilot press cam- 
paign to demonstrate the value 
of advertising to industry and 
commerce, could we not seek the 
co-operation of publishers, ask- 
ing them if they would be pre- 
pared to devote so much promo- 
tion space in their journals each 
year to the campaign? From 
my discussion with one or two 
of them I believe there would be 
an excellent response. 

These “imported house ads.” 
would tell advertising’s story to 
the world of business. At the 
same time, they would assist as 
advertisements integrated in a 
national campaign, in promoting, 


the publishers’ own revenue 
Perhaps other sections of the 
business, including outdoor ad- 


vertising, might also be willing 
to make their contributions in 
kind. Leading advertising 
agencies might in turn be pre- 
pared to give their services im 
an honorary capacity. 

Would not the finest public 
relations of all be to tse the 
power and the persuasion of ad- 
vertising to promote its own” 
cause?’ 


¢ FASHION’S FIRST AND FINAL WORD + HAS THE 
fe 
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® Another Manchester adver- 


tising agency is to open 
offices in London soon. 

® Perturbed by the inroads 
which self-service launder- 
ettes are making on their 
business, laundries are con- 
sidering a new co-operative 
publicity campaign. 

® Marketing experiment is 
being conducted in Scotland 
with a fleet of mobile self- 
service shops. 

® Slump in chlorophyll sales is 
reported from America 
There has been no spectacu- 
lar fall in Britain. 

® Tendency of British adver- 

tisers is away from “wonder™ 

ingredients for soaps and 

toothpastes and newest U.S. 

developments are not ex- 

pected to be taken up here. 


uvvzv9d 


‘CREAM OF FASHION READERSHIP ~ 
2 ee 


® Establishment of a central 
promotion organisation for 
the clothing industry is being 
considered by the Govern- 


ment. The aim would be 
to initiate powerful joint 
campaigns. 


® Retailers in outlying parts of 
Scotland are to stage ex- 
hibitions “to fight loss of 
trade to the big towns.” 


® Following the establishment 
of a Lancashire-Pakistan 
Cotton Committee, experts 
are to be asked to suggest 
how advertising can help to 
boost Pakistan cotton sales 
in Britain. 

® New food product on the 


way: Jelly which sets in five 
minutes. 


ROUND TABLE 


7. 


The National Magazine Co. Ltd.. 


28/30 Grosvenor Gardens, London, S.W.i 
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James Gardner, well known as 


chief designer Britain Can Make It Exhibition, Co-ordinating Display Designer South Bank 1951, 


Grand Hall schemes Ideal Home Exhibition 1951, 1952, 1953, and for his practical approach to 


exhibition design and general advertising, is now working with the City Display Organisation 


as Design Consultant. 


To-day, when your exhibitions and displays have a hard selling job to do, the right 


idea must be formulated from the start. We are fortunate in having on our panel some of the most 


capable specialist designers, and our Account Executives will now have the benefit of James Gardner's 


experience in the planning stage and his general advice to ensure always that design and construction 


achieve the sales objective. 


CITY DISPLAY 
ORGANISATION 


30 UXBRIDGE ROAD, LONDON, W.12. SHE. 124/ 
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Launching a New Product—12 


N a previous article the 
Product Development Com- 
mittee’s methods of arriving at 
their promotional expenditure 


were considered. The following . 


articles will deal with the method 
of allocating this money under 
three broad headings—Advertis- 
ing, Sales Promotion and 
Publicity. 

The final appropriation allotted 
to each of these sections will be 
largely a matter of working out 
the task which each of the three 
main media can do in accom- 
plishing the marketing objectives, 
comparing the cost, and adjust 
ing mm the light of the estimated 
merit of each for the overall 
task. 

Let us deal first with the 
advertising strategy and its two 
main sections media policy and 
copy policy. 


Advertising strategy 


In formulating an advertising 
strategy, | have heard it argued 
that one should consider the type 
of advertisement or the copy and 
layout plan before settling the 


Octoser 29, 1953 


The marketing plan stage 2 


How to formulate the media and copy 


policies of an advertising strategy 


media plan--I don’t think this 
is sound, except in some cases 
First, the Product Development 
Committee should settle whom it 
is they propose to reach and 
how they can best reach these 
people in the most effective and 
economical way, bearing in mind 
the length of the story they have 
to tell. 

Thus, the first part of the 
advertising strategy should ¢ early 
state the sex, age, income group 
or social class of people to whom 
the advertising is directed. The 
market may be made up of 
several sections of the popula- 
tion and some may be considered 
much better immediate prospects 
than others; it might then be 
decided to approach only one 
section at first, due to a limited 
appropriation. If this is the case, 
then this should be clearly stated 
in the plan as a short-term step 
and the point made that long 
term there are further sections to 
be dealt with 

Once this is clear, the Product 


AND SOUTH 


Principality. 


estern 


Mail 


No other daily 
circulating throughout Wales 
has such a great appeal to 
Welsh people, or so much 
influence in public affairs, 
commerce or industry in the = 


WALES NEWS 


newspaper 


* The National Daily of Wales 


Head Office, 


Advertisement Manager: R. H. 


CARDIFF. Tel. 


33022 
HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE J. STUDD. Tel. CENtral 4601 


Development Committee can 
leave the problem to the advert- 
ising agency to carry out the 
preparation of complete plans 
they will have been kept in the 
picture up to the present stage 
by their representatives on the 
Product Development Committee 
and should, through these execu- 
tives, be fully briefed. 

Once the main objects of the 
media plan and the advertising 
appropriation available have been 
clearly established, the plan 
should go on to the detailed re- 
commendation of the type of 
media to be used. 

It is not sufficient merely to 
state the media selected and give 
reasons for this selection; the 
plan should also. state clearly 
which of the available media 
have not heen chosen and why. 
The media chosen should be put 
in a definite order or priority so 
that, if it is necessary at a later 
date to reduce or increase the 
appropriation, the re-allocation 
of the money will be madz on a 
logical basis. 

Likewise the media not chosen 
should be classified in order of 
priority so that if there is a sub- 
stantial increase in the appro- 
priation and further media are 
required the plan will indicate 
which are first priorities. 

Now having decided broadly 
the type of media, the plan 
should go on tu state the size 
of space, frequency of insertion 
and whether colour is to be used 
These points will have to be de- 
cided with reference to the pro- 
duct and the type of advertising 
story that it is intended to tell 
The plan should make clear 
what are the objects of the selec- 
tion: e.g.—is frequency or cover 
age to be sacrificed to size of 
space or colour, and why. 

The media plan should con- 
clude with a summary of the ex- 
penditure indicating the amounts 
spent in main groups—detailed 
schedules would, of course, be 
submitted later. 


Copy and layout plan 


While there will undoubtedly 
have been arguments over media 
selection and various policies pro- 
posed and rejected, there is much 
more scope for argument and 
much less factual basis for 
creative plans. So often it is a 
matter of opinion or of one 
person's experience as against 
another when it comes to assess- 
ing the merits of a copy 
approach or a layout technique 


By W. A. C., COOPER 
Director, Foote, Cone 


and Belding Ltd. 


that it is, therefore, very import- 
ant to establish clearly at the out- 
set what it is the advertisement 
is trying to say. While one does 
not wish to hamper creative 
thinking and so rationalise it 
that the inspiring advertisement is 
lost to one that looks like a piece 
of mechanical ingenuity, one 
must have a sound, agreed plat- 
form or criterion for judging. 


If one does not have a clear 
concise copy platform that indi- 
cates what the final advertise- 
ment is to say, one can often 
produce an “inspired” advertise- 
ment that intrigues advertising 
people but does not inspire the 
public to try the product. 


The copy plan must take 
into account with a new pro- 
duct, in the early stages, the 
degree of consumer education 
which may have to be carried 
out, the need for large space 
to be devoted to securing, pack 
recognition, name recognition, 
etc. Thus, it might be practi- 
cal to have the copy plan in 
two stages, covering the 
announcement period and the 
follow-up period, each section 
of the copy plan detailing the 
points to be covered in the 
advertisement and _ allotting 
priorities in section 


Protects against changes 


To further clarify the basic 
thinking behind the copy plan, 
reasons for each decision or 
policy point should be given 
this then protects against changes 
which may be suggested in the 
future. If the plan clearly states 
why a certain element is to be 
included, then at a later stage 
when it is required to add to the 
copy, the reasoning behind the 
first can be weighed against the 
need for the new element more 
readily. 


Finally, the copy plan might 
deal with the type B layout or 
illustration and indicate the 
reasoning which caused, say, 
photographs to be used in place 
of wash drawings. 


Sound advertising for the new 
product will depend very largely 
on the amount of thought which 
is put into making the basic copy 
platform clear, concise and ex- 
plicit in defining what the ad- 
vertisements are to say to the 
reader. 
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When you are beg 


. MEN-AND-WOMEN READERS OF 
colour advertisements in weekly general 
magazines, on a cost-per-thousand basis 


the hgures show 
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1 Pee PAGE 


4 COLOUR 


PER THOUSAND 
PAGE KATE 4, 


READERS 


PICTURE POST 5. t 1,500* | 5/Id 
GENERAL WEEKLY A ’ 1,500 5/11d 
GENERAL WEEKLY B , 1,320 5/7d 
GENERAL WEEKLY C 3,010 1,100 7/4d 


mes into force on Jan. 15th, 1954 


athe 


ho mformation about ddvertisne in Picture Post ipply 
to George A Cooper, B/4 Shoe Lan Central 7400 
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How posters strike the 


tourist in Italy 


I was on the autostrade from 

Turin to Brescia that we 
received the strongest impact 
of Italian outdoor publicity. 
[his motor road, three-car 
wide, runs as straight as a 
stretched ribbon for 230 kilo- 
metres. The surface is good, 
there are no crossings except 
by occasional bridges, there 
are no villages, no habitations, 
no pedestrians and you can 
go aS fast aS your nerves can 
stand or your engine can per- 
form 

The countryside is flat and 
mainly devoted to the cultivation 
of maize. Every once in a while 
you see a copse of trees or the 
glimpse of a river bed. 

It would be the most boring 
road in Europe, were it not for 
the advertising signs. On them 
has been lavished ingenuity, skill 
and a degree of imagination 
which is often just this side of 
lunacy. 

We had left Turin in mid- 
morning and within 20 minutes 
or sO were paying our toll at 
the entrance gates. Soon we 
were hitting a steady 75 m.p.h 
It began to rain and the wind- 
screen wipers went into action 
For the first half-hour the ad- 
vertising signs. and — structures 
provided some relief from the 
tedium of driving. There was 
an arrangement of panels 
mounted on metal tubing adver- 
using Olivetti typewriters. Pleas- 
ant and in good modern style 
But then came 10 large signs 
each a repetition of the other 
showing a girl using a micro 
phone —-an advertisement for a 
radio firm, Rather tiresome 

At each side of the road at 
hundred metre intervals a small 
white post bearing just the word 
“Agip,” and at every kilometre 
a Fiat sign giving distances. The 
latter seemed rather unnecessary 
zs the official “milestones” 
were at the same place and gave 
the same information. 

Many of the sets of signs were 
excessively repetitious. Apart 
from the microphone girl, there 


Barns and small houses in 
France usually display advertising 
reminders to oncoming traffic. 


and France 


By J. P. MeNULTY 


were signs consisting of panels 
set a few yards apart merely re- 
peating the name of a product. 
Then we came on to a set of 
cight monster Bibendums, each 
bearing a letter of the name 
“Michelin.” That was startling 
It was at the bridges and 
arches over the road that the 
signmakers really went to town 
There were a number of struc- 
tures advertising women's stock- 
ings, by showing a gigantic pair 
of legs in mid-air detached from 
the upper part of the body. 
There was one terror in par- 
ticular among the arch structures 
a leering pageboy of gigantic 
proportions with legs stretched 
from one side of the road to 
the other. This was concerned 
with the sales promotion of a 
brand of chocolates. 


Perhaps in order to catch 
the attention of a motorist 
travelling at speed, oversize in 
signs is a good technique, but 
is it really necessary to adver- 
tise vermouth by — erecting 
bottle-shaped edifices the heighi 
of a_ three-storey house, or 
to advertise tyres by a repre- 
sentation of a tyre 20 times 
bigger than the original’ 


For example, Pirelli had a sign 
showing a group of five men 
staring upwards at a tyre which 
towered above their heads to 
a height of about 30 feet. The 
whole arrangement was executed 
magnificently and though sup- 
ported at the back with struts, 
gave an exceptionally good three 
dimensional effect when viewed 
from the front. 

Pirelli were not alone in 
achieving perspective on a flat 
cut-out surface; we saw repre- 
sentations of a sewing machine, 
which, apart from size, looked 
even at a fairly close distance 
like a real model. 

In contrast there were the 
Singer sewing machine posters. 
These were probably designed in 
the latter years of the nineteenth 
century. Mixed up with a large 
capital “S” was a lady dressed 
in the fashion of 50 or more 
years ago pedalling a museum 
piece of sewing machinery. 

There were other posters, as 
distinct from painted signs, and 
one in particular puzzled us. it 
showed a baby in a bidet. It 
conveyed no particular message 
to me at first, except a sug- 
gestion that the advertisement 
had something to do with 
babies, but my companion, being 


more knowledgeable, pointed out 
that the idea was to use this 
brand of bidet for bathing 
babies. Some argumen! between 
us developed, but in the end | 
had to accept the possibility that 
Italian mothers really did use 
bidets for that purpose -though 
not exclusively, of course 
After the first half-hour of 
driving we became increasingly 
irritated by the excess of visual 
calis on our attention. For about 
140 miles at about 10-yard inter- 
vals there was some form of 
advertising, and often it was of 


Pi tals 7 


A leering pageboy of gigantic 

proportions stands astride an 

Italian road in an attempt to 

persuade the motorists to eat 
more chocolates. 


the “monster” class. Who could 
possibly take in about 30,000 
advertisements in the course of 
three hours? 

Discussing the matter with a 
Milan businessman, we were told 
that the big signs were often 
frightening. He said that during 
the winter, northern Italy, be- 
cause of its proximity to. the 
Alps, was subject to fogs; when 
driving along the autostrade with 
poor visibility, he had sometimes 
been startled by the sudden 
appearance of a large sign loom- 
ing close ahead, looking in the 
mist like an advancing truck or 
a mighty, dangerous obstacle. 

Whatever may be the excuse 
for plastering a flat and dull 
countryside with advertising 
signs, there can be no justifica- 
tion for spoiling a lovely stretch 
of road with grotesque publicity 
matter. The road which runs 


Monster displays each bearing 
a letter allow the fast-moving 
motorist to catch the name. 


south from Ventimiglia near the 
French border along the Medi- 
terranean is for the most part 
exceptionally charming. 

There, in this setting of beauty, 
you see a massive arm. rising 
15 feet from the earth by the 
road; the hand holding a tin of 
morzor oil. Ugh! 

Perhaps it is only on the main 
motor roads that Italian display 
men do their skilful worst. The 
minor roads are comparatively 
free from the fun-fair atmo- 
sphere and one can enjoy natural 
beauty without the incongruous 
intrusions of giant hoardings. 

France provides an interesting 
contrast to Italy in the matter 
of road signs. In the former, 
they are part of the landscape 

an effect mainly achieved per- 
haps by the French attitude to 
fresh paint. 

In fact, near Le Touquet we 
saw a Dubonnet job which 
appeared to be less than a year 
old. For the most part, how- 
ever, paintwork in the country 
parts of France, whether for ad- 
vertising or for house and shop 
fronts, seems to have been last 
applied in the days of Napoleon 
Ill. No matter how brilliant the 
original colours may have been, 
the action of sun, rain and wind 
has modified them all to pastel 
shades. Houses are almost 
always a _ serene, bluey grey. 
Signs have generally acquired a 
patina of age, the colours reach- 
ing a harmony somehow remind- 
ing one of aged couples long and 
happily married. 

Another reason for the quiet 
pleasure one experiences in see- 
ing these signs is their position- 
ing. 

There is scarcely a barn or 
small house along or near the 
country roads of France that 
does not display on an end wall 
facing oncoming traffic an adver- 
tising reminder: Cinzano, Du- 
bonnet, Suze, Byrrh, St. Raphael, 
and similar aperitifs are the main 
advertisers, but among the others 
Rasurel (wearing apparel) seems 
the most widely publicised. 

It is rarely that a paper poster 
is used for these sites, almost 
always a special painting is done 
to suit the shape of the wall 
This architectural consideration 
enhances the sign and allows it 
to fit in all the more sweetly with 
its surroundings 
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What makes a good 


Jim Beard’s sharp projection of a picture that is too often 
out of focus is apposite. The Advertising Film Producer 
who says, “too much ‘advertising’ to be accepted by 
the audience,” is admitting his own inadequacy. 

We, at Pearl & Dean, think it is always possible to design 
a film in which the audience-interest value stems from the 
product's advertising story. Simply, itis a matter of ideas, 
and ‘know-how’ of presentation. 


A number of National Advertisers are satisfied that the 
one and two minute films we have made for them do 
a really hard-selling job in a way that audiences find accept- 
able—and audiences in 400 ABC and approximately 3,400 
other cinemas seem to agree with them. 


PEARL & DEAN AND THE ABC CIRCUIT 


Not long ago, Pearl & Dean concluded an agreement with ABC. The agree- 
ment gives Pearl & Dean sole rights for the exhibition of advertising in every 
cinema in the circuit. Previous to this agreement, ABC showed no advertising 
at all. At last, British screen advertising has become a truly national medium 


ADVERTISER'S WET AKLY 


MR. JAMES BEARD, Head of Screen and Radio Department, 
The London Press Exchange, comments on his experience of 
working with Pearl & Dean Led. 


“Advertising people may agree some of the 
time on what makes a good advertisement 
. . . film people occasionally on what makes 
a good film . . . but just try and get them 
together on what makes a good advertising 
film ! 

“Too much ‘advertising’ to be accepted by 
the audience,” says the film producer; “Too 
little to do any selling,” says the ad- 
vertiser and they can both find examples 
to prove they are right. 

“Pearl & Dean, being both advertising 
and film people, recognise the problem. 
Their Creative group absorbs the essentials 
of an advertising policy and is then quick to 
produce imaginative cinematic ideas which 
put over the advertising message on the 
screen—in a form that suits the screen. 


“That’s why they have made, and I think 
are going to continue to make, what I call 
‘good advertising films’—films bright, inter- 
esting and entertaining enough to capture 
the attention and belief of the audience, yet 
which succeed as advertisements because they 
have been planned that way from the start.” 


PEARL & DEAN LTD 


33 Dover Street, London WI! 


MAYfair 7494 
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Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels ¢ Box tops 
Fancy cartons e Showcards e Calendars etc. 


We are particularly well-equipped for long 
runs and repetition work. 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured, Stick-on or tie-on, 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour, Your 
requirements for size and 
design can usually be met. 

* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 
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HISTORIES—38 


How they launched the 


absorbent Mermaid 


An entirely new brand of sponge is about to be offered for sale. 
The material used in the making of the product can be used for 
many other purposes but the manufacturing company decided to 


promote sponges first of all. 


The promotion campaign resulting 


from this decision is described here. 


NEW chemically _pro- 

duced ~~ material -Molto- 
pren—which he decided could 
be marketed in this country in 
the form of sponges and bath 
mats and later, for upholstery, 
mattresses and cushions, was 
noted by a director of Kay 
Bros. Ltd., of Stockport when 
travelling abroad. 

His company obtained rights 
to produce in this country, im- 
ported the necessary machinery 
and will shortly start marketing 
the material which will bear the 
name Foamoprene on articles 
purchasable in shops The 
method of production is_ still 
“top secret,” but it consists of 
driving air into a chemical 
solution 

Their agents, Saward Baker & 
Co., Ltd., were called in to dis- 
cuss marketing. Greatest possi- 
bilities, it was decided, lay in 
sponges and bath mats. But as 
far as advertising was concerned, 
emphasis should first be placed 
on sponges. 

For this purpose, 88 brand 
names were provided — by 
Saward Baker and the direc- 
tors of Kay Brothers were 
unanimous in selecting ‘Mer- 


maid,” a name which the 
agents also thought to be the 
most suitable The choice 


arose because of its close link 

with the sea, and because it 

gave scope for the bright, 

breezy launching campaign 

which the agents had in mind 

To provide an eye-catching 
drawing of a mermaid for use 
on all packaging, press adver 
tising and display material, artist 
A. Dickens was commissioned 
The copy department got to 
work and produced such slogans 
as “May we send you some 
Mermaids?” (for the trade press) 
and “Look! there’s a Mermaid in 
the bath,” etc. (for the consumer 
campaign) 


| household | 
sponges 


From 88 brand names put for- 

ward “Mermaid” was finally 

chosen hecause of its bright and 
breezy associations. 


Research, it is claimed, showed 
that a Mermaid sponge had 
advantages over other synthetic 
types. The agents were informed 
that it was absorbent, cheap to 
produce, wear resisting, moth 
proof, rot proof, acid proof, 
odourless, never hardened and 
could be produced in a wide 
range of texture and colours 

It was decided to market tour 
main types--a nursery sponge, a 
toilet sponge, a household sponge 
and a car sponge. Prices were 
fixed to range from 2s. O}d. for 
a household sponge to Ss. 3d. for 
the large bath sponge. Four 
colours were chosen rose, 
yellow, green and blue--each 
sponge packed individually in a 
transparent wrapper with a label 
featuring the Dickens mermaid 
drawing 

Distribution was planned 
through the normal Kay 
Brothers’ stockists —ironmongers 


»'s a Mermaid in the bath 


One of the best 
methods of getting 
the sponges talked 
about, it was 
aereed, was to 
run a competition 
Cash prizes are 
offered for those 
who can mark the 
spot) where the 


lady has mislaid 4 — re . 
a q «Mermaid sponges 
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Branches at Blackheath - Bromsgrove - Coventry - Dudley - Kidderminster Leamington Spa - Reddit Tamworth Walsall and Wolverhampton 
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»7 CHANCERY 


THE STRANGE CASE OF THE PRINT 
BUYER WHO BURST INTO SONG... 
He has produced a good job smoothly and to 
time. It has about it that special quality found 
Mis 
directors like it. The client likes it. Even the 


only in a high quality piece of print. 


client’s niece (clever at drawing) likes it. Can 
you blame him for creasing his battle-scarred 
countenance in uninhibited song ? For resolving 
that, in future, all photo-litho shall be placed 


in the same capable hands of Charles and Read? 


LIMITED 


where the best photo-litho offset comes from 


LANE, LONDON, W.C.2. PHONE HOLBORN 2882 


mw 


Most attractively designed and coloured display cards are being used 
by Kay Bros. Ltd., in order to catch the eye of people at the point 
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of sale. 


and = chemists 
country. 


throughout — the 


Four trade papers covering 
those fields, “Chemist and 
Druggist,” “Pharmaceutical 
Journal,” “Hardware Trade 
Journal,” and “Ihe  Iron- 
monger,” were placed on the 
campaign schedule. It was 
agreed to invest three per cent 
of the advertising appropria- 
tion in those four papers. Full 
spaces were booked and the 
first advertisements are appear- 
ing this month (October), 
The advertisements announce 

a bonus offer of one Mermaid 
sponge, a display basket, show- 


| card and price tickets free with 


| and 


first 
trade 


every 


All 
has 


order. 


display 
material 


been 


| designed by Saward Baker. 


A folder giving full details of 
the new Mermaids has been sent 
to retailers. A _ full-colour pic- 
ture of the Mermaid occupies 
the front cover to catch the eye. 

Spearhead of the consumer 
campaign is to be the Radio 
Times. 

One of the best methods of 
getting Mermaid sponges 


HE new version, the 62nd 

edition of Pears Cyclopaedia, 
has changed its face considerably 
since the previous edition. The new 
medical dictionary, for instance, 
gives considerable space to social 
medicine, antibiotics, anti-histamine 
drugs and other aspects of recent 
progress in the fight against disease. 

The civics section provides out- 
lines of knowledge for the increas- 
ing number of people who take an 
active part in public life The 
Gazetteer has been thoroughly re- 
vised with the latest British census 
figures (1951) included. 


Each sectional title page 1s 
illustrated with a design symbolising 
the contents Price iw tls. 6d 


° 
Light on colour 
Colour and Light at Work, by Robert 

F. Wilson (Seven Oaks Press. 25s.). 
HIS book deals with the use of 
colour and light to lessen 

fatigue in offices and factories, to 


talked about, it was agreed, 
was to run a competition. For 
the contest, competitors will 


be supplied with a picture of 
a typical bathroom scene on 
which they have to mark with 
a cross the spot where the 
bather has mislaid her Mer 
maid sponge. Clues to its 
whereabouts are concealed in 
the copy explaining the lady's 
predicament. All retailers will 
be supplied with competition 
entry forms. 
To draw the maximum num- 
ber of entrants, a substantial sum 


has been allocated for prize 
money—£250 for first, £100 for 
second, £50 for third, and a 


hundred consolation prizes of £1 
As well as publicising the con- 
test through the retailers it will! 
also be featured in the initial 
Radio Times advertisements. 
Kay Brothers, whose range of 
products includes D.P. (Dirty 
Paws) hand cleanser and Zip 
firelighters, believe that this new 
material opens up a wide field 
of possibilities, ranging from 
sponges to bath mats, and pos- 
sibly to underlays, upholstery, 
cushions and mattresses. 


Improved edition 


of ‘Cyclopaedia’ 
increase production, and to reduce 
accidents. It is the result of 20 years 
of research, and shows how brighter 
(not necessarily better) surroundings 
can lead directly to increased pro 
duction. The author also makes 
the point that the worker, seeing 
his everyday surroundings given 
such consideration by the manage- 
ment, co-operates more willingly in 
matters affecting the business. It ts 
a point of particular interest to 
public relations officers, personnel 
oflicers, and all whose work brings 
them into contact with workers in 
offices and workshops. 

The value of the book is enhanced 
by the fact that Wilson does not 
“go wild” in his enthusiasm for the 
principles of colour and _ light 
Economy in the application of these 
principles is always a major con 
sideration Chapters of particular 
interest deal with eye strain, juxta 
position of colours, “warm” and 
cold’ colours, the use of identi 
fication colours, and productivity 
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But look - there’s 


It the job 


you're discussing 


involves the use « aper, 
invite 

Spicers paper consultan: .!ong. 
Not only will he 

help you to avoid 

the pittalls, 

he will suggest new ways 

of putting paper to work, 

that will vive 

the job 


an even greater in pact, 


speak to Wigan 


Telephone: CENTRAL 4211 
19 New Bridge St., London EC4 


No Customs 


j 
or Trade WEST 


Barriers 


Northern Ireland 
Population 
1,370,709 


4s Yes, there's honey for the 
mm, advertiser in the busy and prosperous West country. Not 
cos gga only is agriculture thriving, but a host of light industries, and 
quite a few heavier ones, help to balance the economy in 
this compact region of the country. Though West country 
folk are in the van of industrial progress, they retain much of 
eee their traditional social insularity. That's why they are such 
CARRICKFERGUS . g@¥) BANGOR great readers of their local papers. Particularly at the week- 
s.r ON eran fh e ends, when they like to settle down in comfort and devour 
 =-_ee “oy the paper from end to end. This is your opportunity to 
t hh, 2 gather the honey. For in the Wiltshire News, Somerset 
nah Guardian, and the Bath Weekly Chronicle and Herald you 
@BALLYNAME have three distinct weeklies. The group rate is 12/6 per 


— 


CUSHENDALL 
e 


KILLYLEACH @ “e S.C.1., and the West can’t be covered without them. 
i 
DOWANP 
LAN ce 10" meer lit WILTSHIRE NEWS 


RATHFRILAND@® NEWCASTLE ® 
NEWRY® Ago 1 seal 


— SOMERSET GUARDIAN 
BATH WEEKLY CHRONICLE AND HERALD 


Get full details from 
The Advertisement Manawer, 134 Fleet Street, London E.C4A, Central 2767 
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T 


EMMOT Tac 
London Om. 


LOCAL 


U OD 


50 TEMPLE KING s7 


; FMAMOERS, 


The oldest administrative and 
technical weekly reaching every 


local government office 


GOVERNMENT 
CHRONICLE 


“* blanket’ coverage and forceful SELLING 


RATE CARD from Display Advertising Offices 


21-22 GROSVENOR STREET, 


JEWS 


LONDON, W.1 


Telephone: GROsvenor 7452-3-4 


SEE 
RESULTS 
SAME 
DAY 


Giaiamts ? 


enlargements tell 
the story more eflectively than words 
Ask tor details 


Autotype, Brownlow Rd., W.13 Ealing 2691 


AUTOTYPE We of course} 


. Photograph 


ferrania color 
FILMS 


a RRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a coup!te of 


hours alter making the exposures—no longer is if 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laboratory. 
Ferraniacolor films are available in 35 mm. 20 exposures, 
in cassettes « 11 4d. plus 3 11d. P.T. of F20 roll films 
« 9 td, plus 32d. PLT. 

For free booklet: “How to Use Ferraniacolor Film" 
postcard to Neville Brown & Co. Ltd 


send a 
, 77 Newman St., W./ 


HARROW 
BILLPOSTING 
COMPANY 


wn 


PADD NG TOM Ome” 


37 SPRING STREET “w.2 s. 


NEWS 
~FLASHES 


FROM WORLD 
MARKETS 


OctoBerR 29, 1955 


Ballet dancers step 


up wool promotion 


in several Italian towns 


NDER the 
Della 
tional Wool 


Decade 
Lana” the Insterna- 
Secretariat recently 
organised a “Wool Fortnight’ 
Italy. This is now in fact a wel 
established and popular annu 
event 

This year seven towns 
sandria, Bari, Bergamo, Cagliari, 
Lucca, Messina, and Parma 
offered various attractions con- 
nected with wool. 

A parade of autumn and win- 
ter wool fashions, worn by mem- 
bers of Susanna Egri’s ballet, 
toured the towns, finishing with 
an extra showing in Naples 

Included in the printed pro- 
gramme at each showing of the 
parade was a paper pattern for 
a dress and women members of 
the audiences were invited to 
make up the pattern and enter 
the garments for competition. 
The dresses must be finished 
within one month of the show- 
ing, and prizes will be given for 
the best entries in each town. 
The winners from each centre 
will then compete for a national 
award 

Shop window display com- 
petitions were held in all seven 
towns and thousands of posters, 
booklets, and cards proclaiming 
the virtues of wool were dis- 
tributed. 


of af * 


title 


Ales- 


The Rezzara group of publica- 
tions have issued a chart showing 
the distribution by percentages 
of their magazines in the variou3 
regions of Italy. 

This chart shows, for example, 
that nearly 25 per cent of the 
circulation of Oggi goes to the 
region of Lombardy (Milan area) 
as against 8! per cent going into 
Lazio (Rome area), Other areas 
with a large percentage share of 
this magazine's circulation are 
Venice (with 153) and Turin 
(114) , 

Apart from similar charts 
issued by Selezione Dal Reader's 
Digest, this 1s the first breakdown 
of magazine distribution officially 
=e in Italy and it has 

cen well received by advertisers 
and agencies 


U.S.A. 


An inquiry has been received 
by the British Consulate at St 
Paul, Minnesota, from a_ local 
manufacturer’s agent and broker. 
for typewriters, calculating and 
adding machines, and shotguns. 

Ihe firm concerned, Edward 
W. Schwarz & Associates, 
Minnehaha Station, Minneapolis, 
handles a variety of items in- 


When the Woo! 
“Wool 


Denmark 


International 
Secretariat ran their 
Week" promotion in 
recently a piece of wool cloth 
was given to the best-dressed-in- 
wool lady aboard the fast train 
running between Jutland and 
Copenhagen. The winner was 
met by a well-known actor when 
the train arrived at the station 
and the presentation made. 


cluding electronic parts, well 
equipment, grain-handling equip- 
ment, auto parts, etc. 

Edward W. Schwarz, principa! 
of the firm, would like to receive 
literature, quotations, etc., from 
United Kingdom manufacturers 
of the following items suitable 
for volume trade : 

Typewriters: American key- 
boards desired; cost to be 
between $35-$40 landed 

Calculating and Adding 
Machines: American key 
boards; preferably in the 
volume price range 

Shotguns: Especially — tor 
volume trade in the United 
States; to be priced between 
$35-$45 landed 
It is stressed that the interes: 

lies only in keenly priced items 
for volume trade, as the firm's 
main contacts and customers are 
among the large mail-order, co- 
operative and chain stores in the 
North Mid-West region. 

Edward W. Schwarz & Asso- 
ciates are considered to be a 
suitable connection for United 
Kingdom manufacturers 

Firms interested in this in- 
quiry should write direct by air 
mail to Edward W. Schwarz at 
the address given above submit- 
ting full particulars of their 
products, together with all pos- 
sible literature and quoting 
prices in dollars and cents c.if 
U.S. port. The delivery position 
should also be stated 
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Greater power 
for the industry’s foremost salesman 


As from Jan. Ist 1954 


ELECTRICAL 


_——- ere Hae 


REVIEW 


will be enlarged to 10'x7'ISBA standard type area 


—Uthryys RA $ page type area will be yy ied (from 7° x 44° 


10 10’ x 7’) on January 1st, 1954. The journal will reflect the 
importance of Britain’s electrical industry with greatly increased 
force, its enhanced appeal being especially valuable i in the 100 
overseas countries where it regularly circulates. A modest increase 
will be necessary in BIBS rates, and details have been 


sent to current Advertisers. | 


_ SDVERTISEMBNT TYPE AREAS | 


Quarter page abross 


upright ... 43" x 3i” 
Eighth page .. 
Front cover 84" x 8)’, but BLOCK size 84° 


Uniting the most modern presentation 
with the authority of over 80 years 


ME ; 
: sce +5 


j 
DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 WATERLOO 3333 (60 LINES 


ee 
f Y 
| Whole page ......c4. 10° % 7 ; wen tte 27 
up 
; is SS . > ina ae ae a” Oe. * oe i nn : 


For opening 
the door 
to EXPORT 


MARKETS 
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EXPORTERS of motor cars, shoes, electrical equipment, aircraft, cycles, 


chemicals, and a hundred and one other products and services know from 
profitable experien¢ that The ILLUSTRATED LONDON NEWS has 
greater world penet::'ion in high and influential quarters than any other British 
publication. Years of continuous readership have promoted respect and 
regard for authoriiative editorial content . . . a pleasant and inspiring 
forerunner to foreign business introductions. In the home market, shrewd 
advertisers use The /LLUSTRATED LONDON NEWS for cumulative results 
from the top income group, and to sustain quality endorsement; so often of 
vital importance when campaigning in the mass market. As you plan for 1954 
please remember that dates for colour must be agreed in advance. 
Communications should be addressed to The Advertisement Director, 


Illustrated Newspapers Limited, Ingram House, 195-198 Strand, London, W.C.2. 


, ILLUSTRATED 
NEWSPAPERS 


—apowerful sales influence in every market 


The ILLUSTRATED LONDON NEWS « The TATLER 
The SPHERE - The SKETCH - SPORT & COUNTRY 
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Once upon a time it was coal, eae 
shipbuilding, heavy engineering, 
iron and steel. Today the North- 
East is not only developing and 
adapting these thriving major in- 
dustries, it has added others 
besides. Around Newcastle large 


and expanding light-industrial 


estates provide new employment, 
particularly for women, as does 
the location there of the entire 
Ministry of National Insurance 
Central Executive. At Billingham 
and Wilton, adjoining Middles- 
brough, I.C.I. are extending what 
is already the world’s largest pro- 
ducing unit of basic chemicals. 


This combination of old industries 


and new ensures an increasing 
and stable prosperity for the 
North-East. 


In this area the dominating newspapers are: 


NEWCASTLE JOURNAL 
EVENING CHRONICLE (Newcastle) 
SUNDAY SUN (Newcastle) 
EVENING GAZETTE (Middlesbrough) 


KEMSLEY NEWSPAPERS LIMITED ©® NEWCASTLE ® MIDDLESBROUGH ¢® LONDON 
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How to market a hair cream in a 


prosperous industrial region 


E Northern Counties 

comprise Northumberland, 
Cumberland, Westmorland, 
Durham, and the North Riding 
of Yorkshire. This means that 
the area we are going to sur- 
vey is identical with the North- 
ern Standard Region as detined 
in Government statistics. 

The product we have chosen 
for our illustration is a hair pre- 
paration of the type which most 
of us who are still in possession 
of a modicum of hair find 
essential. It is a hair cream, 
and the word “cream” implies 
that it is to be sold primarily fer 
its fixative rather than for its 
tonic properties. 

Having decided upon the pro- 
duct, we must now make an 
examination of the market into 
which it is to be launched. Some 
of the information we require 
can be gleaned from published 
statistics, some of it will have to 
come from consumer and, per- 
haps, shop audit research, and 
finally, there will be those ques- 
tions to which only general 
marketing “know-how” can pro- 
vide the answers. 

Consumer Research we sug- 
gest is the best means of dis- 
covering who uses hair cream; 
the most important age-groups, 
any variations which may exist 
between the different social 
classes; the most popular brands; 
and the reasons why those 
brands are the most popular, i.e., 
why they are preferred. 

The consumer panel 
haps better adapted than the 
direct interview method for re- 
vealing the relative importance 
of different outlets and different 
package sizes, and for providing 
data on the size of the market in 
terms of both value and volume. 
The nature of the competition 
we shall have to meet will also 
become apparent. 

Shop Audit Research provides 
an alternative method of esti- 
mating the size of the market 
and the competitive position. 
Its principal drawback is the in- 
evitable one—that it cannot 
identify the actual consumer. 
Although the hair cream will 
obviously be used by males, it 
is more than likely that a good 
deal of it is actually purchased 
by women. 

Published Statistics. The 1950 
Census of Distribution and the 
1951 Census of Population have 
added greatly to our detailed 


is per- 


knowledge and enabled precision 
‘o be given to what were for- 
merly estimates based on intelli- 
zent guess-work. 


How Many Consumers? 


First let us take a look at the 
folk who will make up the 
potential market for our product. 
Clearly, the use of hair prepara- 
tions begins at an early age and 
it seems fair to assume that we 
can put our lower age limit at 
1S. The upper age limit is 
harder to define because of the 
differing ages at which we poor 
males either lose our hair, or 
cease to be interested in catching 
the eye of the fair sex. Here 
we should have to have recourse 
to market research to indicate 
which types of hair preparation 
are used in the different age 
groups. 
og that we find the upper 
imit, for all practical pur- 
poses, is 50. If this should be 
so, then there are 790,400 pro- 
spective customers in the Nor- 
thern region alone. 

What sort of men are they? 
The sample figures derived from 
the 1951 Population Census can 
tell us from which social class 
group they come, what kind of 
jobs they have, and what kind of 
status they enjoy 14 the firms for 
which they work. 

The following table shows the 
social class breakdown of the 
male population of the Northern 
Counties as compared with that 
of Great Britain as a whole: 


Su 
age 


average size of their weekly pay 
packet. 

A glance at the table below 
and a reminder that the figures 
of earnings were calculated be- 
fore the increase of 7s. 4d. per 
week in November, 1952, for the 
shipbuilding and = engineering 
unions make it quite clear that 
our potential consumers are 
likely to have the necessary cash 
to spend on our hair cream. 

The region has not always 
been prosperous, as the presence 
of two Development Areas—the 
North-East Development Area 
and the Cumberland 
Development Area—-will remind 
us. Nevertheless, the very exist- 
ence of those areas is also a 
sien that the Government is 
pledged to take vigorous action 
to combat any possible slump. 

Typical, perhaps, of the re- 
vitalisation which has occurred 
since World War II was the start 
made in May of this year on the 
erection of the first atomic 
power station in this country. 
It is to adjoin the existing 
plutonium plant at Winscale in 
Cumberland. 

Between 1931 and 1951 this 
area gained about 100,000 in 
population, representing an in- 
crease of 3:3 per cent. The fact 
that this increase is well below 
the national figure of 95 per 
cent 1s probably attributable to 
the high losses from migration 
during the depressed years of 
1931-39. Nowadays there is 
little incentive to migrate from 


| 


Total male population, 15 and | 
over (occupied and retired) 

Social Class Group I 

Social Class Group 

Social Class Group HI 

Social Class Group 1V 

Social Class Group V 


Great Britain 


17,205,500 
567,800 
2,542,200 
9.035.200 
2,826,000 
2,234,300 


Northern € ounties 
1,128,900 100 
23,800 2 
133,900 i 
58K 200 $2 
224,100 19- 
158,900 14 


It will be seen that this region 
has a slightly greater proportion 
of men in Social Class IV and V 
than the rest of Great Britain, 
but this difference is not large 
enough to make the Northern 
Counties untypical. More im- 
portant are the actual numbers 
in each social class, for if re- 
search confirms popular belief, 
we Shall find that the use of hair 
creams increases as we go down 
the social scale, while the use of 
hair tonics decreases. 

Next, we shall have a look at 
the main occupational groups in 
the region, together with the 
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® To illustrate the nature of 
the market in the Northern 
Counties our investigation 
team describe the promo- 


tional problems facing the 
advertiser of a hair cream. 


@ They point out that the 
region is now in a flourish- 
ing condition and that the 
Government is pledged to 
take action to combat any 
possible slump. 


the area as new developments 
and flourishing trade and indus 
try seem to be providing all the 
work required. 

Steel and chemicals, which have 
played such a great part in the 
industrial strength of the North 
East, are expanding = rapidly 
and on a scale which is equalled 
only by the existing installations 
On the north bank of the Tees 
is the great ICI plant at Billing- 
ham, now the second largest 
chemical factory in the world 
and the largest in the Empire 
In Sunderland, the commercial 
capital of County Durham, there 
are nine shipyards and four 
marine engineering works. — In 
Hartlepools we have staple in 
dustries which have played and 
are playing a vital part in the 
drive for increased production 
steel and iron, shipbuilding, 
engineering, timber importing 
and coal exporting. 


Where Are They? 


The concentration of the popu 
lation into a few urban areas 1s 
especially noticeable in the great 
Tyneside conurbation, where 
over one-quarter of the popula 
tion of the Northern Counties is 
to be found. If we were seeking 


OCCUPATION GROUPS AND AVERAGE WEEKLY 


EARNINGS IN OCTOBER 1952 


| No. of Males 
15 and Over | 


Metal manufacture 
Engineering and allied trace 
Mining and quarrying 


Transport and communications 

Commercial, finance, insurance 
(excl. clerical) 

Building and contracting 

Agricultural, horticultural, forestry | 

Clerks, typists, etc 


7 


Ay craze “ eek ly 
Farnings (2) and Over 


19 Bs. 4d 
£8 4s. 74 
iit 18s. 1d. (coal) 
i 8s. 4d. (other) 
£8 Os, Bd 


173,000 
149,500 


97,000 


68,900 
64,900 
64,200 
43,700 


Not available 
£8 Ss. 9d 

£6 13s. Od, 
Not available 


Sources: 1°% Sample Census, 1951. 


Min. of Lab. Gazette, March, 1953, 
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ADVERTISER'S WEEKLY 
You cannot cover the 
North-east coast 

successfully without 


Py Sunderland Eeho 


N orthern Daily Mia 


WEST HARTLEPOOL | 


Biningham Express 
and 


Stockton Express 


The extensive coverage of these media offer 
unrivalled opportunities for Test Campaigns 
in a rapidly expanding consumer market. 


LONDON OFFICE: 85 FLEET STREET, E.C.4 Telephone CENtral 2845 


— 


First let us discuss your sales campaign 


Cravens Advertising Limited 


REGISTERED PRACTITIONERS IN ADVERTISING 


42 LEAZES PARK ROAD, NEWCASTLE UPON TYNE, | 
Telephone 266834 
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The Northern Counties 


a test town to launch ovr pro- 
duct, we have a wide choice of 
industrial centres—Newcastle, 
South Shields, Sunderland or 
West Hartlepool, Middlesbrough 
or perhaps Darlington, which is 
a more compact market and 
more suitable for a concentrated 
campaign. 


The Retail Outlets 


Principally, of cours we 
should expect to market ‘)— hai: 
cream through chemists aiid hair 
dressers. Of recent years. how 
ever, much attention has bee, 
paid to the incursion of grocers 
as stockists for this type of pro 
duct, and the next table incicate: 
that the Northern Countics ar 
rather better supplied with 
grocers than Great Britain as a 
whoie. In addition we must 
remember the department and 
chain stores, where the amount 
of counter-space given over to 
hair preparations is a good indi- 
cation of the size of their turn- 
over. 

(Note: More up-to-date figures 
for some of these outlets are 
given in the Census of Distribu- 


tion, 1950. That part of it 
which covers hairdressers, etc, 
has not, however, been 
published.) 


figure is still, in fact, higher 
than in any other part of the 
country. 

Readership of the local 
papers, while still lower than 
other areas, has tended to in- 
crease in the last two years. 
For this data reference has 

been made to the Hulton 
Readership Survey of 1953, the 


Although the hair cream will 
be used by males, it is more than 


likely that a 


— deal of it will 
actually be 


ought by women. 


area defined as the North-East 
and the North approximating 
generally to our Northern Coun- 


SUITABLE RETAIL OUTLETS FOR HAIR CREAM 


No. per 10,000 population 


orthern Counties 


No. 
Chemists 959 
Hairdressers 1,995 
Grocers .. ee ais 9,713 
General shops .. a 469 
Department and variety stores 206 


So far we have considered the 
market and its varying charac- 
teristics. When we turn to the 
question of an area advertising 
campaign, our choice. in national 
terms, will be influenced by the 
extent to which we wish to sup- 
port our national media by local 
newspapers or, alternatively, to 
strengthen the national campaign 
by the use of local advertising. 

Our illustration, however, is 
conditioned by the fact that we 
are planning a purely localised 
test campaign and it is informa- 
tion on local media that we shall 
therefore need. 

In this respect we are in the 
happy position of knowing that 
the provincial press in our test 
area plays a particularly impor- 
tant part. Morning papers as a 
whole command a_= smaller 
readership than in the South, but 
the provincial mornings are ex- 
tremely important. 

The high readership of the 
evening press in the Northern 
Counties has retained its 
position over recent years; this 


Source: Britain's Shops. H.M.S.O., 1952. 


ties. 


Comparison between the 
readership figures for this area 
and the country as a whole is 
made in the table below. 

These figures are based on 
total adult population, but in fact 


overall readership for news- 
papers of all classes tends to be 
somewhat higher among men 
than among women, and there 
is no apparent reason why this 
situation should differ materially 
in the North. 

When we regard the media 
situation in greater detail, we 
find that the 12 main markets of 
the Northern Counties are well 
served. Newcastle, for instance, 
the largest city in the area, is 
the centre for one daily morning 
and one sporting daily, one even- 
ing, one Sunday and one weekly 
paper. The Darlington area 
publishes a daily morning also, 
together with one evening and 
three weeklies. A third evening 
paper covers the Middlesbrough 
area, the remaining evenings in 
these markets being published in 
South Shields (with two), Sunder- 


COMPARATIVE NEWSPAPER READERSHIP FIGURES 


Total All Regions 


Morning newspapers .. 

Sunday newspapers “9 | 
Evening newspapers... | 
Local weeklies .. ; | 


80-9 70-3 
91-1 916 
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1 
5 ta t-scale developments 
are ec. panding 


north east 


The North Fast is thrusting vigorously 
i aa af ag & 7° oe ahead with one of the biggest industrial 
developments in the country—new works, 
new equipment, on a scale that baffles the 
imagination. Dorman Long's great new 
works involves a sum of £50,000,000—part 
is already completed. LC.I. Lid., have 
spent £25,000,000 on new development, 
with another £15,000,000 allotted for further 


ot 
Pree 7 en extensions. These are but two examples of 
PUPP ete ba ua 


the many new schemes in progress—on 


Tees-side alone an estimated £150,000,000 
is being spent. 


THE NORTHERN ECHO The enterprising and rapidly expanding 
morning 106,955 A.B.C. North East is a market of boundless oppor- 
° NORTHERN DESPATCH tunity for your advertising. The best media? 
evening 30,902 A.B.C. The Westminster Press newspapers bring 
DARLINGTON AND rich rewards at very reasonable outlay. 
STOCKTON TIMES 


weekly 35,448 A.B.C. 


Head Office: PRIESTGATE, DARLINGTON Tel: Darlington 2771 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


ERNEST LUMSDON: London Advertisement Director. 167-170 FLEET STREET, |(0NDON, EB.C4, TEL: CENTRAL 3265 


Leeds Office : Manchester Office : 
II ALBION PLACE, LEEDS I. TEL: LEEDS 24998 MIDLAND BANK HOUSE, 26 CROSS STH! !T, MANCHESTER 2. TEL : BLACKFRIARS 3930 
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| TWELVE MAIN MARKETS OF THE NORTHERN COUNTIES 


Over 1,500 square miles of prosperity 

is served by the Cumberland Newspapers 
covering Cumberland, North Westmorland, 

South Dumfriesshire and West Northumberland. 
Combined sales is over 82,000 in a population of 
285,000. A must for national coverage. An ideal 
TEST Area. 


THE CUMBERLAND NEWS 
THE CUMBERLAND EVENING NEWS 
CUMBERLAND EVENING STAR & MAIL 
WORKINGTON STAR 
PENRITH OBSERVER 


HEAD OFFICE: 27 ENGLISH STREET, CARLISLE 
LONDON OFFICE: 53 FLEET STREET, E.C.4 


Telephone: 25256 
Telephone: CENtral 4968 


Twixt Forth and Tyne 
no Papers so fine... 


THE 
BORDER SERIES 


COMPRISING 


“BERWICK JOURNAL” 


AND 


“BERWICKSHIRE NEWS” 


MEMBERS A.B.C. 


Head Office: 

9 HIDE HILL 
BERWICK-ON-TWEED 

Phone 4812 


london Office : 
EDWIN GREENWOOD LTD 
231/2 STRAND, W.C.2 
City 5906 


tion 


NORTHUMBERLAND 


Newcastle-upon-Tyne 29. 00 41 


Tynemouth 
Wallsend 


CUMBERLAND 
Carlisle 


DURHAM 
Gateshead 
South Shields 
Sunderland 
Darlington 


Stanley 
Stockton-on-Tees 
West Hartlepool 


YORKS, N.R. 
Middlesbrough 


Totals _ | 1,307,000 


Popula- No. of 


cinemas 


- 
| Cinema Income 
seating Newspapers level 
capacity index 


41,500 | 1 d.m., I sporting 103 
d.m., de., 
| 1 Sunday, 1 
weekly 


>a 


1 d.e., 2 weeklies 


eg 2888 € #8 


y 
1 d.e., 2 weeklies 


13,500 | I de., 1 weekly 
| 147,000 | 


land, Carlisle and West Hartle- 
pool. 

The overall distribution of the 
press in the Northern Counties 
is illustrated in the following 
table 


less than 1,306,000 people can be 
reached by posters, while exten- 
sion of coverage to the less 
populous areas will ensure that 
at least three-quarters of the 
male population in the Northern 


Mornings 
Northumberland 1 
Cumberland < | 

Durham ai 1 
Westmorland 

Yorks, N.R. Middlesbrough. . 


| 
| 


} Evenings 
= 


Sundays Weeklies 


| 
| 


1 
j 9 


' 


Examination of these 12 main 
markets by reference to the 1951 
Census figures and the Marketing 
Survey of the U.K. provides an 
interesting insight into the 
effectiveness of local cover fro- 
vided both by the press and the 
cinema. This information is 
summarised in the first table 
above. 

In these main markets the 
cinemas provide a__ seating 
capacity of one for every nine 
members of the local population, 
a figure which is rather in ad- 
vance of the national average. 
So far as attendance at the 
cinema is concerned, a_ pro- 
portion in the order of 8&3 
per cent visit the cinema in the 
North, a result which again 
compares favourably with the 
national figure 

We should not lose sight of 
the fact that the higher propor- 
tion of regular visitors to the 
cinema is to be found overall 
amongst the younger males, and 
that reference to the Hulton 
Readership Survey of 1953 in- 
dicates that for the first time in 
recent years men constitute the 


| greater part of the audience. 


In all the larger towns poster 
and transport service advertising 
are well represented (as can be 
seen by reference to the Market- 
ing Survey of the U.K.), and in 
fact the whole of the Northern 
Counties can be effectively 
covered by these forms of out- 
door advertising. 

In the 12 main markets not 


Counties will be reached. Pre- 
liminary poster surveys in 
various parts of the country sug- 
gest that average number of 
opportunities to see may be 
influenced, amongst other things, 
by density of population, but 
results so far indicate that the 
figure of three-quarters of the 
male population is not likely to 
be an exaggerated one. 

In general, therefore, it is ap- 
parent that local media hold 
strong positions in the North, 
strong enough to provide, effi- 
ciently and thoroughly, the cover 
needed for our area advertising 
plans for our hair cream. 


A market of 790,400 exists for 
hair cream in the Northern 
region. 
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WO displays--one a window- 
type, the other portable 
have recently made their appear- 


ance in and around London and 
both set out to present certain 
basic facts about two areas of 


the Commonwealth. 

For the Strand window of the 
othce of the High Commissioner 
for Southern Rhodesia, Randall 
Page designed and executed a 
display to set out the case for the 
immigration of teachers to that 
country (see above). The facts 
upon which he had to ground 
the presentation included a rise 
in the number of children in 
European Government schools 
from 11,035 in 1945 to 24,670 in 
1982. 

To meet this large and continu- 
ing expansion, caused by natural 
increase as well as large scale im- 
migration, teachers are recruited 
at a rate exceeding 100 a year 
from the United Kingdom, quite 
apart from those joining from 
the Union of South Africa. Total 
number of teachers rose from 
488 in 1945 to 1,069 in 1952 

As far as women teachers are 
concerned, however, recruitment 
merely keeps pace with resigna- 
tion because of marriage. Last 
year, for example, 69 women 
teachers arrived from the United 
Kingdom-—and 69 resigned on 
marriage. 


SAPERUSAT ON: 
: ade IN = 38 


How new displays feature 
Commonwealth affairs 


In an imaginaiively “school- 
room) fashion the display sets 
out ‘he terms of employment on 
a blackboard while a revolving 


pointer draws the eye to repre- 
sentative scenes of school life 
in Southern Rhodesia. 

Pven without this moving 
pointer the eye would be led 
along to the picture panel by 


reason of the blackboard’s per- 
spective and that of the white 
pancl leading from the child's 
desk It is worth mentioning, 
however, that in a remarkable 
way this revolving pointer has 
the power to attract the attention 
of passers-by on the other side 
of the Strand. 

The necessary teaching quali- 
fications are stated on an ear 
piece below a globe. 

Ihe second display features 
the British Caribbean Colonies 
(see below). Designed and con- 
structed for the British West 
Indics Trade Commission by 
John Edgington & Co., Ltd., this 
display is at present on a tour 
of cinema circuits. The two side 
pieces are hinged and the whole 
folds into an easily handled 
travelling unit. 

Location of the Colonies, 
typical scenery, produce and in- 
dustrics are presented in a very 
easy-to-see-and-relate manner 


CARIBBEAN COLONIES 
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HERE 1S A 


” GR owl IN G 
MARKET / 


The air-minded young man of to-day is 
an important person, for to-morrow he 
may well be a pilot, an engineer, a designer 
or a skilled artisan—a family man with a 
family man’s wide range of interests. 

Between the ages of 17 to 25 years his 
thoughts are mosi malleable. Impressions 
gained during this age will condition his 
thinking in the future—buying habits are 
being formed which will last a life-time. 
He is, in truth, a GROWING market—in 
size and power. 

He reads the R.A.F. FLYING REVIEW, 
for 70", of its 70,000 monthly circulation 
go to this age-group, not only in the Ser- 
vice but in aviation’s well-paid industries. 
The whole range of consumer goods 
interests him, and so he is an important 
person to advertisers with an eye to the 
future. 


REACH IT THROUGH 


ROYAL AIR 


‘oe 


180 FLEET STREET - - - LONDON, EC4 
TELEPHONE: CHAncery 8844 
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ADVERTISER'S WEEKLY 


Printicating or 
Dupliprinting ? 


(or is it Duplicating and Printing) 


Let's get this clear! 


An ordinary duplicator is used for duplicating and not for printing. Similarly, an ordinary print- 
ing machine is used for printing and not for duplicating. If you want to do both with equal 
efficiency and economy on the one machine, then what you need is a Rotaprint. 

What are the advantages of installing a Rotaprint? Well, from the above analysis the first advan- 
tage is clear. You can use it for duplicating typescript reports, minutes, agendas, etc. and also for 
printing office stationery or sales literature. The next advantage is that you can also print in 
colours and on all kinds of paper or thin card. Thirdly, the thin flexible Rotaprint plates from 
which the image is printed can be filed easily in the ordinary office filing cabinets for immediate 
re-use as required. 

Follow this up with such points as completely simple operation, speed of output, low operating 
costs and above all, the finest quality of reproduction you have ever seen from an office machine, 
and you will begin to appreciate why Rotaprint is the choice of so many business houses, large 
and small. Yes, Rotaprint is worthy of further investigation. The Enquiry Form below is ready 
for you now and its completion will place you under no obligation whatsoever. Why not fill it in? 


K A Y E : Ss Please send, 


Rotaprint. 


Les ml NAME 


DEPARTMENT 


Pin this enquiry form to your letterheading and post to 


K "sR i we. 
HONEYPOT LANE, LONDON, N.W.9. Tel. COLindale 8822 (12 lines) Sens er eer ee 


Octoper 29, 1953 


ROTAPRINT ENQUIRY FORM 


without obligation, printed specimens and full details of 


Ne ee ee ee ee 


PERFEC 


POSTAL PACKETS 


? _AS 


de 6000 QUALITY 
WELL-GUMMED 
ENVELOPES 


“ RIGID 
FIBRE 
BOARDS 


ensure IMMUNITY FROM DAMAGE 


for your VALUABLE DRAWINGS, PRINTS. 
LITERATURE & DOCUMENTS 


AND SAFE ARRIVAL AT DESTINATION 
PERFECTLY FLAT AND INTACT! 


Envelope sizes | 7s | BAx6)  9%6 | 94x64 10x7 I14x9f  12x9  12x10 


or 9x7 


124x104 13x11 | 14x9 ) 1Sx10 | 154x125 | 16xt2 


} 
with THICK § 500 66/-| 70/-| 72/- 87/- %)- 166/~ | 


FIBRE BOS.) 100. 146, 156) 16/3 19/6 21/- 37/- | 
BUFF ENVS. 1000 | 126/3) 133/- | 137/-, 162/-  180/- 320/- 


44/- | — | | 9 | — 
205/- | | | S| ae | = 
396/- | a; < Se 


with HEAVY 500 101/9, 109/3 109/3 125/- 138/9 237/6 
RIBBED Envs.) 1000 | 1198/3 212/9 | 212/9 | 245/6 | 270/- | 463/3 


FIBRE BDS. 500 21/2! 23/- | 23/-; 26/6 | 29/3 50/- 


TERMS: Nett Cash, Deduct 5°, if ordering |,000 Units (assorted, if so 


57/- | 59 
270/9 | 28 
527/3 | 5S 


9 | SS/-| 599| 73/9 
44 | 261/3| 2844 — 350)- 
3/6 5086) 5536 681/9 


desired). 


Prices are for pl units ( lopes, with loose boards cut to fit neatly) © Tax and Carriage Paid © Prompt Despatch * Satisfaction firmly assured 


* pioneered by WILLIAM § 87 


BROWNLOW ROAD 


General 
cme malc once sravone SOUTH SHIELDS 
Price-List SPECIALIST IN PROTECTIVE 


free on request PACKAGINGS 


WAREHOUSE: 48'50 CUTHBERT STREET 
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ADVERTISER'S WEEK! 


How showmanship via the 
post sold new cartons 


Detailed planning extending over three years lay behind the promotion launched 
by the Union Bag and Paper Corporation, New York, and which has been described 


as one of the most unusual direct mail campaigns on record. 


outstanding entry in the entire conicst. 
36th Annual Conference held in Michigan on September 30. 


wy most outstanding ex- 
ample of good showman- 
ship in the history of direct 
mail” was how one advertising 
journal in the United States 
summed up the remarkably 
elaborate (and the fantastically 
successful) campaign  under- 
taken by the Union Bag and 
Paper Corporation, New York. 
Planning took three years and 
the cost was some $50,000. The 
corporation is, however, con- 
vinced that they never spent 
money to better effect. Moral 
is not that big expenditure is a 
sine qua non of success in direct 
mailing but that apt showman- 
ship geared to an exacting de- 
votion to detail must be brought 
to the most modest campaign. 
The immediate concern of the 
corporation was to introduce a 
new line of corrugated paper 
cartons to key buyers. Yet the 
executives realised that their 
problem was deeper and even 
more complex. The winds of 
competition were becoming more 
and more severe and rivals in 
the business were spending large 
sums for extensive display in 
national trade and commercial 
publications. As the executives 
saw it there was a need to ac- 
complish eight objectives : 
1. Create a strong awareness 
of the firm’s growing 


stature in the field of cor- 
rugated paper box making. 
Impress indelibly upon the 
minds of volume buyers 
that they were not only 
in the box business, but that 
they were in that field as 
a major supplier. 
Capitalise on the prestige 
acquired in the packaging 
industry generally. That 
called for “bigness” in 
approach. 

Make strong use of the 
company’s physical _ re- 
sources as a powerful tool 
in the sale of corrugated 
boxes. 

Familiarise box buyers with 
the packaging skill, experi- 
ence and “know how” that 
Union had built up over 
75 years of service to 
American industry. 
Establish a “point of dif- 
ference” a particular sales 
theme or sales advantage 
that could be distinctively 
exploited. 

Impress upon box buyers 
and prospects not only the 
Union trade-mark _ shieid, 
but also a significant variant 
of that symbol. A develop- 
ment was wanted such as 
could be permanently 


linked up with Union boxes 
and used as a continuing 
reminder of the corpora- 
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t fire In the American 
Direct Mail Advertising Association's recent contest it gained the highest award in 
the “Best of Industry” classification and also the Grand Award for being the most 


The awards were given at the Association's 


tion’s basic sales promotion 
theme. 

8. Establish a trade character 
and emphasise more firmly 
the continuity of the \arious 
components of the current 
campaign and of — sub- 
sequent box campaigns. 

How to bring all this about” 

The corporation’s advertising 
agency, Smith, Hazel and Snyder, 
had no doubt but that the path 
to accomplishment lay through 
the medium of direct mailing. 
They argued that it enabled the 
companies who were desirable 
prospects to be reached with all 
circulation waste cut out. More- 
over, because of the need for 
dramatic impact, direct mail 
made it feasible to throw the 
entire appropriation into a spec- 
tacular series of pieces which 
would be better than anything 
else in the recipient’s mail for 
that day. 

At that point the hard thinking 
began and leading the team was 
Fred Meendsen, advertising 
manager of the Union Bag and 
Paper Corporation. 

Weeks of Union and agency 
conference sessions, devoted to 
a search for the dominating 
theme and the relevant slogan, 
lengthened to months. Finally 
the thinking worked itself round 
to the subject of integration. 

Integration. That suggested 
rings——and also integrated plan- 
ning, engineering, and production, 


Left: Maximum 
oriental atmo- 
sphere was attempt- 


The label on the first shot 
was dominated by a towering 
hlue-toned dragon 


Rings suggested an old Chinese 
ring trick. The idea then came up 
“Why not a Chinese character 
to symbolise the wisdom of the 
ages--and the modern wisdom 
of using the corporation's corru- 
gated boxes and _— integrated 
services.” 

What about a. slogan to 
identify the entire promotion? 

A member of the agency began 
to repeat the word Union very 
slowly, putting feeling and 
emphasis into the pronunciation 
He listened to himself and found 
that he was forming a Chinese 
sound, a Chinese name, “Yoon 
Yun". 

That was it. 

From then on it was research 
into Chinese lore and the 
fashioning of tasteful and entirely 
distinctive art work. The mystery 
and inscrutability of the East 
were themes given heavy stress. 

In the middle of all the pre- 
parations (and with $25,000 spent 
im research and printing) came 
the Korean war bringing the pro- 
bability that business executives 
might not take kindly to a daily 
dose of Chinese wisdom. A re- 
search agency was employed to 

out a survey of opinion. 
Result was that 92 per cent of the 
executives sampled said that a 
Chinese theme in an advertise- 
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ed throughout the 
campaign. Wide- 
measured lines in 
the copy and un- 


usual typography 
were devices em- 
ploved. Right: The 
sixth shot in this 
unique “Yoon 
Yun" direct’ mail 
promotion was 
printed in sin 


colours and hore a 
mounted replica of 
an ancient ox cari 
filled with movable 
bli ” k ‘ 
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act 


Naw 
SEA 
2 


is your 


face? 


‘Let’s have an Elizabethan 


fie-in : 


said a patriotic type w ho’s been at Cl through 


live Reigns. . Something that plugs our creative set 


vices and gets ‘em thinking about the standards of 


their own direct mail.’ 


So out came The Oxford and 


up we came with that famous saying attributed to the 


First Elizabeth: *‘A good face is a letter of recom 


mendation.’”’ It says all 


we thought of saving about 


well-designed direct mail except of course that we 


really do practise what we preach and are always 


keen to lift a few more faces for a few more clients 


Bil 


CHADWICK-LATZ LIMITED 
Direct 


Keep tabs on the number of pros- 


pects direct mail can help you 
reach by asking us to send you a 
copy of our latest FACIS & 


FIGURES, Ask us now. 


Creators and Distributors of 


Ads ertising 


Alexander House * Shaftesbury Avenue » wo2* Temple Bar 2641 
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ment would have no negative 
influence upon their thinking. 


The campaign = was 
pressed forward. 

Thus it was that one day last 
autumn 2,000 top executive and 
purchasing agents received an 
exciting but perplexing piece of 
mail. It came in an extra-heavy 
weight white envelope measuring 
134 by 114 inches. On the front 
side was a towering, blue-toned 
dragon design with lettering in 
Chinese style running across and 
spelling out “The Dilemma of 
soon Yun.” A caption above 
the recipient’s address asked the 
“Honourable Postman” please 
not to fold 

Inside was a four-page affair 
made of the heaviest type ol 
cover stock. It felt impressive 
and it looked impressive. Chinese 
figures lithographed on a_ jet 
black background held (with die- 
cut hands) two separated 34 in 
diameter metal rings stapled to 
the cover. Opened out, an 
illuminated text (set in Bauer 
Legend type face) told of a 
youth who wished to marry the 
emperor's daughter but who had 
first to prove his skill in manipu- 
lating the interlocking — rings. 
There were only 11 lines of type 
on each page and in the fourth 
from last each recipient’s name 
was hand lettered in a_ style 
exactly matching the type 


therefore 


Nowhere on the expensive 
piece did the name of the 
sender appear. 

Three days later the second 


4 planning _ ses- 
sion at the Union 
Bag and Paper 
Corporation's 
offices. Fred 
Meendsen, the ad- 
vertising manager 
(foot on chair), 
directed the cam- 
paign. 


Some of the pieces used in the 
spectacular 19-shot Yoon Yun 
campaign, 


shot was fired and into the 
2,000 selected offices went a 
specially-built clasp carton 
measuring 13 by 114 by 94 in 
Inside was told how Yoon Yun 
solved the dilemma of the 
rings. 

There was no identification 

Solidly attached to the back of 
the enclosed heavy paper folder 
was a bright red box measuring 
4 by 4} in. Inside were four 
more 3} in. diameter metal rings 

three being interlocked. One 
was separate. A folded strip of 
paper, printed both sides, ex- 
plained how the disengaging trick 
could be worked and tying it in 
with Yoon Yun’'s effort to win 
the emperor's daughter by resolv- 
ing the dilemma 

Three days later came the next 
round. This was simpler. A 
brilliant red envelope still asked 
the postman not to fold and the 
dragon was also there —but coiled 
in the tail was a small corner 
card reading: Union Bag and 
Paper Corporation, Woolworth 
Building, New York 7, New 
York. 

Inside the mystery was made 
plain. A simply worded story 
explained how Yoon Yun re- 
presented Union, how the rings 
symbolised integrated planning. 
integrated production, interlocked 
experience and facilities in sup- 
plying engineered packaging. 
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Why some campaigns 


succeed—and others fail 6 h gt that 


HOW | 


READ all the books about 
it. I really got down to 
this business of direct mail ad- 


vertising. I “sold” myself on 
it, got keen. Then I began to 
put all this knowledge into 
practice—all I had _ learned 
about How to Write Letters 
that Sell, The Three-Shot 


Mailing Technique, How They 
Do It in U.S.A., Multigraph- 
ing, Matching-In, Imitation 
Signatures, Reply-paid Enve- 
lopes, Post Office Regulations. 
1 had the opportunity to do all 
this. I am an executive in an 
advertising agency and with the 
number of clients I serve I had 
no hard task finding good 
reasons for using direct mail 
The reasons 


were good; the 
ideas were good; the material 
Ac prepared was good, too 


Everything was done as it should 


be -multigraphing that really 
looked Ike typewriting, match- 
ing-in perfect, arresting and 


interesting print-matter 


1 never had one really suc- 
cessful campaign 
Wrong”? Of course, there were 
plenty of things wrong. There 
must have been—if the books 
were right But maybe the 
books themselves were wrong 


I threw the books away and 
tired off on my own common 
sense I thought in terms of 
people, human beings, and the 


things | would say to them. As 
simple as that. | sent letters to 
ill the Macfarlanes in New 
York, folders to all women 
under 30 in Glasgow, booklets to 
pig breeders in the North ol 
England, broadsides to physio- 
therapists, leaflets to doctors, 
handwritten letters to engaged 
girls, handbills to speedway fans, 
postcards to innkeepers, letter- 
cards to municipal councillors. 

The offers were numerous 
tartan travelling rugs, self-drive 
hire service, agricultural equip- 
ment, physio-therapy equipment, 
dance-hall entertainment, medi- 
cal supplies and drugs, catering, 
sound recording, shirts, babies’ 
feeding bottles, fire-escape stair- 
ways, shopping bags, cattle 
troughs and scores of other mer- 
chandise and services 

I posted them from all parts 
of the country in closed and 
open envelopes—-sometimes with 
reply-paid addressed envelopes 


FAILED 


by an Agency 
Account Executive 


enclosed, sometimes with r.p 
Postcards I posted them tn 
batches and all-at-once. I posted 
them to be received on Monday, 
Tuesday, Wednesday, Thursday, 


Friday, Saturday. I sent them to 
the Managing Director, the Sales 


Manager, the Occupier, Mrs. 
ee The Reverend, 
Doctor, James, John, Peter and 


Uncie Tom Cobley and all. 


/ never had one really suc- 
cesstul campaign. The lists of 
Was that what was 
I employed at least 


addresses? 
wrong? 


An agency account execu- 
tive (whose bona fides are 
guaranteed by the Editor) 
tried all he knew to make 
direct mail advertising a suc- 
cess-—and failed. So he wrote 
an article straight from the 
heart telling his story of woe, 
and sent it, unsolicited, to 
“ Advertiser's Weekly.” 

Obviously, since so many 
advertisers and agents have 
used direct mail to their com- 
plete satisfaction, this called 
tor a reply. The Editor there- 


fore invited Miss K. M. 
Murphy, general manager, 
The Linguaphone Institute, 


whose direct mail campaigns 
have been outstandingly suc- 
cessful, to say where, in her 
view, the account executive 
went wrong. 

“ Was his copy logical and 
sincere?” she asks, Failure 
in direct mail or in the use 
of any other medium proves 
only one thing —that the 
advertiser hasn't done the 
right kind of advertising. 


six different direct mail agen- 
cies to handle the various 
schemes. I got them to use 
their own lists; I got them to 
use mine (taken from reliable 
registers); I hought lists out- 
rigit from them 


The copy? Was it the writing 


of the letters that was wrong? 

I wrote some of the letters 
Some of them I had written by 
other members of the © staff 
Others were written by my 
chents themselves, free-lance 
copymen, and, i one case, 
another advertising agent 

Th print-matter? Was it 
badly designed? [| used at least 
two dozen printers over some 


(continued on page 268) 


ADVERTISER'S WEEKLY 


The 


wot oft. 


N direct mail ‘shooting’, 
near misses are no wood. 
You want to bring down 
whole customers—not just 
their tail feathers. ‘There 


are many occasions when 


. . . 
direct mail can do what no other Mri 
St » 
form of publicity can attempt. But Ss = 
every shot must be well aimed, well timed, ‘ 


. e > *-—_—<— 
fully charged. Above all you must be quick on ~=> >>> 


the draw ... to-day’s sales news is to-morrow’s stale news 


Gestetner is the perfect process for sales letter 
production, Tis simple, fast, eflicient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 


attractive art-work and versatile presentation, 


Gestetner in your own oflice, makes you independent 
of all outside serviees, No « orrespondence, no tele 


phoning, no misunderstandings, no delays. What 
yousay goes to the right people, at the right 


time, in the right way. 


Gestetner ensures a good reception for your letters. 
Faultless copies create favourable impressions. 


Gestetner duplicating is not only fast and efficient 
—it i Whether 


continuous or occasional, for 


it is: economical. 


your demands are 


long runs or short, 
designed specifically te 


there is a Gestetner 


meet them, 


Gestetner 


between direct mail shots 


versatility: means useful employment 
And to the sales planner 
it can mean the difference between success and 
failure, With the Gestetner process at your disposal 
you can translate a snap decision into swift’ and 


effective action. 


Get busy, Get business 


Get TZ) 


GESTETNER LIMITED SEL OWYCTE HOUSE, LONDON, W.c.2 
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How foot comfort advertising is 
advertised through the post 


The Scholl Manufacturing Company, Ltd., relies extensively on direct mailing to the retail 

trade, supplementing the work of their representatives for the purpose of conveying news of 

special offers and merchandising ideas and to describe the new season’s display material 
The following article describes the phases of a typical campaign. 


EARLY 50 years of 
specialising in relief of 
common foot troubles has 


proved to the Scholl Manufac- 
turing Company Ltd., that a 
sudden increase in the need for 
foot aids comes in March, 
when the first fine warm days 
arrive, 

At that season the company 
develops a merchandising plan, 
part of which is the production 
of original point-of-sale display 
ideas. Direct mail advertising has 
been found a_ very effective 
method of bringing these special 
displays and offers to the atten- 
tion of the retailer. 

Foot aids are traditionally 
handled by chemists, shoe shops, 
and chiropodists. All these groups 
of professional people have 
— knowledge _ entitling 
them to serve the public in pro- 
viding foot relief. 

Though large and trained for 


rapid work, the Scholl sales force 
finds that it is not always possible 
to call upon the whole retail 
trade in good time before the 
spring upsurge in demand. No 
mere salesman but also a trained 
foot expert, the Scholl represen- 
tative may spend a good deal of 
time on some calls and so it may 
be some weeks before he gets 
round to all his customers. 

This is an important reason 
why the company relies exten- 
sively on direct mailing to the 
retail trade, supplementing the 
work of their representatives, for 
the purpose of conveying news of 
special offers and merchandising 
ideas and to describe the new 
season's display material. Such 
material is offered only for a 
short period at the start of every 
season and the company is al- 
ways anxious that all retailers 
should have the same chance to 
get it and operate the special 
terms. 


To this end the company em- 
ploys the services of Wellington 
Press Postal Advertising Services 
Ltd. 


Last March the company de- 
cided to open the season with a 
special boost for a chemist shop 
counter self service display of 
three of their corn pad remedies : 
zino pads, tarso pads and felt 
pads. As each line is made in 
four sizes this posed quite a dis- 
play problem especially as al! the 
space that can be spared on a 
chemist’s counter is often only 
about one square foot. 


An all-metal stand was designed 
by the company’s studio staff, 
put to severe practical test, and 
when proven satisfactory, offered 
to the trade by direct mail with 
a special merchandising offer. 

To the retail chemist went a 
four-page sheet some nine by 
144 in. boldly lettered in red and 
black. This drew attention to the 


UNIVERSAL DIRECT MAIL SERVICES, LTD. 


ask us to do it 


Octoper 29, 1953 


fact that the margin on the fea- 
tured lines was being increased 
by 50 per cent for two weeks 
only. 

The inside was a double- 
page spread giving details of 
the special deal, depicting the 
display stand, and pointing out 
that there would be 50 million 
foot comfort advertisements 
every month in ail leading 
national newspapers, magazines 
and the local press. With each 
mailing went a reply card in 
the fashion of an order form 
for parcels and the display 
stand. 


Within 10 days over one-third 
of the trade had responded and 
the relevant representatives were 
advised—the rest were covered 
by personait calls. 


To chiropodists went a four- 
page sheet some 13 by nine in. 
announcing new cash rebates for 
all regular users of Scholl felts, 
plasters and dressings. This was 
also a two-colour (black and 
maroon) item and the mailing in- 
cluded a reply folder in the form 
of an order list and a voucher 
upon the presentation of which 
the rebates would be paid. This 
communication to chiropodists 
placed stress upon the quality 
of Scholl products. The back 
page featured a wide range of 
Scholl lines all of which could 
be included in the rebate offer. 

To all chemists and shoe shops 
went an elaborate five-colour 


folder featuring the company’s 
Air-Pillo and Cloro-Vent Foam 
Insoles. 


When opened out this 


Information Dept. Terminus 5451/2970 


$0/82 Cromer Street, Grays Inn Road, London, W.C.1 
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Direct ‘lail In Action 


~* 


Astounding success of this New 
All-metal Display Stand for the Counter 


ON, 
AWAITS. = 


YO eowus son — om = 10 
Yoras cost Pace Ge. 
TOTAL smLLiteG PRICE 8 


| TWO WEEKS ONLY CITMENNTRE SYHO YOUR ORDER TODAY! 


To retail chemists the Scholl Manufacturing Company sent a four- 
page sheet nine by 14} inches. The inside was a double-page spread 
giving details of the special bonus offer, depicting the display stand, 
and drawing attention to the fact that there would be 50 million foot 
comfort advertisements every month in leading Press organs. 


piece of mailing measured some 
144 in. wide and 20} in. deep. 
On one of the quarters was 
affixed a miniature sample of 
both insoles (one white, the other 
green being impregnated with 
chlorophyll). 

These samples were stuck to 
pictures of sample cards. De- 
signed for placing upon counters 
and around the shop _ these 
sample cards were described in 
the mailing as being irresistible: 
“Everyone who sees them feels 
them. . . . They sell on touch.” 

The contents of the two types 
of parcel were very clearly set 
out, the profit margins of both 
plainly cited, and in another 
quarter a special display stand 
was shown capable of carrying 
both insoles yet taking up less 
than eight in. of counter space 
With this eye-catching piece of 


WALK ON PHLLOWSI - 


- 


a4 see 
wees. Semmes 


D Scholls c1oR 


a & 


Miniature insoles were stuck to 
pictures of sample cards and sent 
to retail outlets. 


mailing went a reply card in the 
manner of an order form for the 
insoles, sample cards, and display 
stand 

Ihe results of recent direct 
mail work by the Scholl com- 
pany are being measured not 
entirely by the replies received 
but by the goodwill promoted 
among retailers and in the big 
displays of foot aids in shop 
windows and upon counters 
throughout the country. 

Retail chemists, with — their 
statutory register, offer no diffi- 
cult problem in mailing, but com 
plete lists of such classifications 
as chiropodists and independent 
shoe retailers are compiled and 
kent up-to-date only through the 
assiduous work of the Wellington 
Press Postal Advertising Services 
Ltd 

It is claimed that the direct 
mail messages of the Scholl Com- 
pany reach the maximum number 
of active members of the trades 
and professions to which they 
are specially addressed. 

The company is convinced that 
novelty, freshness and _ topical 
interest can be injected into all 
direct mail material without in- 
dulging in the bizarre or the 
grotesque, 


Est. 1908 Phone: HOL. 8641/2 


87/93 LAMBS CONDUIT ST., W.C1 


Directors : 


P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling 


ADVERTISER'S WEEK! Y 


Postal Advertising has a place 
in every sales and advertising 
programme. Often it is the 
only medium that can effect- 
ively reach the people you wish 
to influence. This Manual may 
open your eyes to the seope and 
power of Postal Advertising . . . 
to the services a modern postal 
agency provides. Send for a 


copy. It will earn a permanent 


place among your books of 


reference. 


W. LLINGTON Press 


PosTaAL ADVERTISING Services LimiTED 


144 CHARING CROSS ROAD, LONDON, W.C.2 
MPLE BAR 3312-4 


If you are direct mail minded, you 
will need this as a reference and guide 


PLANNING 


List 
BUILDING 


FACSIMILE 
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DESIGN 
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ADVERTISER'S WEEKLY 


BRITAIN’S FASTEST GROWING 
DIRECT MAIL AGENCY 


is now engaged on the 
MOST INTENSIVE 
DIRECT MAIL CAMPAIGN 
ever undertaken 


in this country. 


For EFFECTIVE Postal Publicity, 
planned and produced 

by practical people, 

call in 


SIMMONDS 
postal publicity LTD 


82/84 Peckham Rye, London, S.E.15 
NEW Cross 0331-2-3 


Telephone : 


Members of the British Sales Promotion Association 


GOODBYE, LICK-AND-STICK! 


seal 


Here’s how to 


maT BS 
SWIFTLY 
Arm 
CLEANLY 
latiamse ES 
SECURELY 


A few minutes only for this ICC machine 


Deals 
with envelopes of most sizes, most thick- 


to seal even a big outgoing mail! 


nesses. Works smoothly, silently, and for 
vears without trouble. There are hand- 


and power-operated models: a junior can 
work either. 


Size only 20x 11x 13 inches. 
May we give you a demonstration ? 


International Coin Counting Machine Co. Ltd. 


Alexandra Road, Entield, Middlesex. 


Phone : Howard 3027. 


Makers of letter-opening, envelope-sealing, coin- and token-counting machines. 


Direct Mail In Action 
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©@ Why Some Campaigns Succeed—continued 


years and about the same num- 
ber of artists and designers 

The goods? Was | offering 
the wrong types of products to 
the particular market? Perhaps 
But not every time. That would 
be fate kicking me too hard for 
belief. 

What was wrong? 


What is wrong with direct 
mail? 

So far I've said nothing about 
the litthke annoyances that can 
become big ones in a client's 
eyes—the high percentage of 
returned envelopes marked “not 
known,” etc., the interminable 
delays of direct mail firms be 


fore they get down to the 
their demands for 
advance from long-established 
customers, the “matching-in” 
and letter reproduction — that 
wouldn't deceive my grand- 
mother, the apparent unwilling- 
ness to handle small trial “shots” 


job, 
postage in 


WHY HE 


“ AGENCY Account Execu- 

tive” writes with such a 
pretty wit that at first [—who 
know from results in hard 
cash that direct mail adver- 
lising pays—was amazed that 
he should have had so devas- 
taling an experience. 

But, as | proceeded with his 
article, one of the causes of 
his failure seemed apparent: 
his lack of logic 
Recipients of direct mail are 

not impelled to action by witty 
phrases: Their attention, i is 
true, may be caught by a bright 
and breezy phrase But their 
action—the only thing — that 
counts in all advertising, whether 
it be press, posters or direct 
mail—is brought about by 
logical arguments which apply 
to their need 

and sincerity 
prime factors in a 
direct mail 


Logic are the 
successful 
campaign. I know 
of direct mail campaigns con- 
taining these two essential in- 
gredients which were eminently 
successful even though © they 
lacked the sparkle and the wit 
which are, so to speak, the icing 
on the cake. 

Let us examine 
points illustrating “Account 
Executive's” logic. He speaks of 
having used “multigraphing that 
really looked like typewriting, 
matching-in perfect” (which of 
course are the sine qua non of 
direct mail advertising) and then, 
later, speaks as though in his 


just two 


experience there had been 
“matching-in and letter repro- 
duction that wouldn't deceive 


my grandmother.” For the pur- 
pose of his argument he can't 
have it both ways. 


promptly and efficiently, the too- 
often recourse to the telephone 
directory, the Medical Roll and 
the births columns of news- 
Papers 

I still think there is a big 
future for some direct-mail or- 
ganisation somewhere who do 
not use their clients’ returned 
envelopes to “clean up” their 
own lists, for some firms who 
are prepared to really get down 
to this business of guaranteed 


lists with a very small per- 
centage of failures, for some 
enterprising people who will 
employ investigators to go out- 


side and find the markets. 

The cost? 

They could charge the earth! 

I know plenty of clients who 
would pay almost any money for 
a cast-iron list of a hitherto un 


thought-of market for their 
goods. 
Not me. I've had enough 


FAILED 


By K. M. Murphy 


One cannot say, in effect, that 
all mailing lists at one’s disposal 
were bad and then say “I got 
them to use my lists taken from 
reliable registers.” Obviously if 
“Account Executive's” list was 
reliable then the reason for his 
failure in that particular cam- 
paign was not the mailing list. 

Yet he does not seem to have 
looked for other causes. 

Why did he not examine that 
particular campaign? Why did 
he not examine the “copy”? 
That may well have been the 
cause of his failure, for “Ac- 
count Executive’ himself says 
that in addition to reliable mail- 
ing lists “everything was done as 
it Should be—multigraphing that 
really looked like typewriting, 
matching-in perfect, arresting 
and interesting print-matter.” 

He should have asked: “Was 
the ‘copy’ logical? Above all, 
was it sincere? Was it written 
with the recipient's needs and 
point of view in mind? Or 


was if written merely to the 
delight of the writer?” 
The mechanics of printing, 


posting and the like are impor- 
tant, but they avail nothing if 
the “copy” is at fault. 

I think “Account Executive” 
would agree that it is possible 
to buy extensive and expensive 
space in newspapers or maga 
zines which are acknowledged as 
excellent advertising media; but 
if the “copy” is not right (no 
matter how “clever” it may be: 
no matter how it may delight the 
copy-writer and his friends) that 
advertisement will be a failure. 

Would “Account Executive,” 
on that experience, therefore 


condemn that newspaper in par- 


(Continued on page 270) 
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ADVERTISER'S WEEKLY 


Behind the readership statistics 
... look for men and women 


Teasing te 
READERSHIP amono 
ee 


tame ty 
PLADERSHIP AMONG WOMEN 
; 2 0. an paren 200 of romng Ga 


WOMEN 


ates ond by penn og buen 
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IN BLACK-AND-WHITE 


In cost per page per 1,000 readers 
at rates current on July Ist 1953, 
The . Reader's Digest, of all 
magazines, is the cheapest for 
reaching : 


ee FRUEO BENE e cede C8RaS 
sate eee 


since abate gaace 5 


Over 4) million readers 

Over 2} million ABC readers 

° Over a million AB readers 

Over 2) million men 

Over 1} million ABC men 

Over a million ABC women 
Almost } million AB women 
Over 4 million car owners 

Over 2} million cigarette smokers 
Almost } million house owners 


BRUNE Bheet 


TATISTICS help to count and classify the “readers” your money will buy— 
when you're planning an advertising campaign, you also want to know 
character of the readership you're getting. 


but 


the JN FULL COLOUR 


Less than 17°, above black-and- 


With The Reader's Digest, you know you are reaching men and women interested in almost 
anything. People whose alertness to new ideas, new developments, gives them a certain 
influence on their friends. And they are readers. The Reader's Digest is edited for readership 
appeal, not visual appeal. (A world sale of 174 million proves how 


white! Compared with the rates 
in other magazines, see how low 
the cost per colour page per thou- 
sand readers is for reaching: 


well this formula works.) Each issue is designed to be read, 
* 2 . 2 ag: acce » f: ; f ost per colour page 
browsed over, returned to again, passed round the family. pe sends Ye 
In such a setting, experience shows that advertisements have 
the maximum likelihood of being read—not merely skimmed A TOTAL OF 4,520,000 READERS - 2/9 
over with a quick glance. 2,300,000 ABC class men and women - - - - 5/5 
CIRCULATION GUARANTEE 850,000—W hen you buy space in this maga- 1,090,000 AB class men and women - - = - 11/6 
zine-that-is-read, you not only buy quality of readership; you also buy 1,900,000 men and women aged 16-34 - - - - 6/7 
quantity. You buy a guaranteed circulation of 850,000. And, because 
The Reader's Digest is very seldom thrown away, but kept, passed 2,520,000 cigarette smokers - - = * = = 4/1 
round the family and on to friends, you buy a readership of no less than 580,000 car owners a a “ 21/6 
44 million.* In fact, you get all the advantages of attentive readership 
in the home, plus the circulation of a mass medium. 740,000 house owners oe = ¢ 16/11 
PAGE RATES: Black & white £535. Full colour £625 A TOTAL OF 1,910,000 WOMEN - - - 6/7 
“* Buy-Lines”—a small-ads. feature with personalized selling : £150 per =e “er ae 
insertion, including production costs. Write to us for further details. a ew ao (2 
1,090,000 “ beauty conscious” women- - - - 11/6 


The Reader’s Digest 


The Advertisement Director: 1 Albemarle St., London W.1. GROsvenor 4738 


“All readership figures are q 


ted from the Hulton Readership Survey 1953 
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ADVERTISER'S WEEKLY 


Direct Mail 


In Action 


e YOON YU V—continued 


Some executives thought this 
marked the end of the campaign 
and began to write in letters of 
congratulation. 

They were quite wrong at 
tactfully spaced intervals came 
16 other pieces no less elabo- 
rate and engaging of interest. 
One of these is worth citing 
the sixth piece: “The parable 
of ‘Lo Ding’.” 

Built into the spectacularly 
printed piece were the wooden 
sides of a Chinese cart and in- 
side the frame were 10 different 
sized plastic blocks. This was a 
study in unloading. The impact 
of this puzzle was such that the 
corporation knows of one execu 
tive who sat up all night trying 
to work it out. Letters and 
phone calls poured into the 
Union offices stating flatly that 
the puzzle could not be worked 
Fventually it became necessary 
to send out a special mailing (in- 
cluding a chart) proving that the 
big block could actually be taken 
away in exactly 44 moves—for 
that was the puzzle that had 
been wrapped up in the parable 

All during this campaign, 
which only recently ended, the 
Union sales force were part of 


the campaign in a very direct 
way. Bulletins from the head 
office briefed them daily. Each 


piece was sent to them one week 
before it went out to the execu- 
tives and they were supplied 
with die-cut Yoon Yun jackets 
for their visiting cards (to be 
used after the third piece had 
gone out and strictly not before) 
What has been accomplished? 
Doors have opened to the 
salesmen all down the line. The 
existence of the corporation as 
quality carton makers able to 
solve ali packaging problems has 
been impressed upon the men 
who matter in such a way that 
they are not likely to forget. 
Praise from the technicians in 
the business of advertising has 


been — unstinting “We think 
some method,” said a_ direct 
mailing journal, “should — be 


found to mount the 19 pieces on 
transportable panels to be sent 
to every university teaching ad- 
vertising . $o that instructors 
could drive home the story of 
showmanship.” 


e WHY HE FAILED 


—continued 


ticular and all press advertising 
in general? No, I cannot think 
that even he would do that! It 
would be beyond the possibility 
of the most illogical advertising 
agency executive 

As a business executive who 
allows an advertising agency to 
handle (successfully) many thou- 
sands of pounds on press and 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Acey-ae44) LTD. 
28a Basinghall St.. London, E.C.2 


MU Tregeliion 9646-7 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists in 
Color Photography applied to 
Advertising, Point of Sale, 
Showcards, Calendars, etc. 


* 
COLOR LIBRARY 


includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts 


8 BREAMS BUILDINGS 


E.C.4 


CHAncery 3416 


Giant 
ENLARGEMENTS 


Consult 


BROOK PHOTOGRAPHY 
316 UPPER STREET, LONDON, N.1. 
Tel: CAN. 1/411 


_— Photographers — 
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LONDON ART SERVICE 


PHOTOGRAPHIC) LTO 
Che Rents 
tt Chancery WE2 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPY SERVICE » Prone WHOL: BGGO 


Cut-out Letters 


" GRAFOREL’ 


display 


lettering 


Cut-out relief lettering 

ready gummed, various types from 3/16'"-12" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, SW .3 Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W./1 
Tel. PARK 9431 


- Animated Displays 


SCREENASCOPE 


AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 


Hong Kong Works, Exhibition Grounds, 
Wembley, Middiesex. Wembiey 7733/7734 


IVE ZANT i AWC ONL 
LAT SD) 


A complete and highly- 
specialised service covering 
all applications of Photo- 
graphic Processes and 
Techniques to Presentation, 


Display and Exhibitions. 


297 


Camberwell New Road 
S.E.s. 
RODNEY 5811/2 


Advertising Novelties 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 


148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


VERY RARE! 
' photographic ' 
RETOUCHING 


a ‘natural’ retouching 
essential to good cdvertising 


Phone: CHAncery 3902 


SMH 


53 Doughty Street, W.C1 


cerns 24 ana 
Packaging 
Booklets 
Folders 


Lettering 


Forum 


Design 
ART SERVICE LTD. 
10-12 BURY PLACE, WC1 Layout 
CHA 4121 — 
STOKES & DE MILLE 


STUDIO 
Ilustrations and Designs 
for Stores Catalogues 


7 Wine Office Court, Fleet Street, EC 4 
CENtral 6656 


FRANK WINTERBORNE 
STUDIO 
Artists and Designers 


87 REGENT STREET, W.1! 
Telephone: REGENT 1096 


CONVEX LTD. 


FOR 
PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
4) BRECKNOCK ROAD, N.7 
PHONE: GUL. 4877-2848 @ 


TUDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6641 CHAncery 3506 
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ExhibitionseDisplays Exhibitions Displays 


J. WATSON (London) & CO. LTD. 
Display Units in Plastic 
and Metal 


BASSEIN HOUSE + BASSEIN PARK ROAD 
LONDON, W.12 + Telephone: SHE 4363 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 


Pioneers of Display 


BERTA STUDIOS 
LIMITED 


Exhibition Stands 
Displays 
Illustrations in 
3 Dimensions 


27 HEDDON STREET, 
REGENT STREET, 
LONDON, W.! 


lelephone: MAYFAIR 3449 


COOK'S 
DISPLAY 
PRODUCTIONS 
LIMITED 
Exhibition Contractors 
Display Producers 


Sign Manufacturers 


Outdoor Publicity 
Contractors 


Designers 


Giant Photo Reproductions 
in Colour or Black and 


White 


124 LADBROKE GROVE 
W.10 


lelephone: PARK 8652-3-14 


Showeards 


f — 
| ¢loc-iil QUEENSWAY, W.2> 


For 
SILK SCREEN PRINTING 


DISPLAYS, SHOWCARDS 


90 STOKE SEWINGTON HIGH STREET, Bie 


POU 


for quality displays 


General Printe s | 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
IMlustrated Catalogues, 
Brochures. etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.1. HOL. 943! 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable Printing & Publishing 
62 DOUGHTY ST., W.C.1. HOLT” 


PLASTIC DISPLAY UNITS 


36-37 MAIDEN LANE, STRAND, W.C.2 


* TEL. TEMPLE BAR 0397 * 


@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


4) BRECKNOCK ROAD, N.7 
PHONE GUL. 4877-2848 


OFFSET 
COLOUR 
PRINTING 
ee, 


WOOD GREEN ‘LONDON N 22 
BOWES PARK 3802 


+ HMicuest Quaury 
ComPETITIVE PRICES 


- Phone > BAYewater 


2291-2-| 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


9 FLEET ROAD HAMPSTEAD. NW? GUL 3318 


| DIGBY'S 


Blocks & Dies. 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card of plastic: Bronze cutters 
for cut-outs Cutter crush dies for 

weatds, etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEW EC} 
CLE 6474 Est over 40 years 


LETTERPR ESS 
PRINTING 


. 
Enquiries Invited 


s. J. BEDWELL & SONS 


(Printers) LTD. 


100-102 LEYTONSTONE Howl 
STRATFORD, LONDON, 115 


Telephone: Maryland 574! 


a — | 


(continued on page 27) 
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Direct Mail 


In Action 


direct mail advertising, I an 
horrified at the thought of any 
one entrusting such sums to an 
agency which would spend the 
client's money time and time 
again (at least 53 times, accord 
ing to the “Account Executive's” 
own showing) on any adver- 
using medium in which the 
agency had no confidence -and, 
apparently, no skill 

“The fault, dear Brutus, 1s 

not in our stars, but in our 

eclves ....” 

The fact is that most of the 
famous names in the business 
world have been using direct 
mail advertising year after year 
Among the winners of cups 
offered by the British Direct 
Mail Advertising Association for 
the best direct mail campaign of 
the year are Abbotts Labora 
tories, BEA. BO.AC., Esso 
Standard (Belgium), — Lingua 
phone, Moss Bros. Omega 
Watches, Punch and Remington 
Rand 

Would they do that if it did 
not pay? Would these same 
firms go on year after year ad 
vertising in the press if it did 
not pay? Of course not. And 
the fact that some firms have 
used press advertising or direct 
mail advertising and failed 
proves one thing only — they 
haven't done the right kind ot 
advertising 

My advice to “Account Execu 
tive’ 1s 

Be sure your 
good 

Use “reliable mailing list 
(which must of course be suit 
able for the product) 

Use well produced 
and print matter 

See that the “copy” 1 
accurate, sincere, logical and 
induces action — in short, the 
copy must be RIGHT 


product 3 


letter 


ELPING along the 

campaign are the above 
counter card dispensers Each 
dispenser holds 50 copies of the 
booklet Rayon is ELaciting and 
bears an attractive eye-catching 
design. Handling the campaign 
are Dudley Turner & Vincent 
Ltd 
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Miscellaneous 
Established 1884 
40, 000 ‘xo HORTICULTURAL 
PH oO TOGRAPHS 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 
19 Cheimstord Road, WOODFORD, £18 
BUCkhurst 0222 


Mutchinson’s 


TWENTIETH 
CENTURY 


ENCYCLOPAEDIA 


a constant source 


of knowledye 


1,000 illus. 30s. 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


DUGRIEN HOUSE I% CLYDE ST GLASGOW 
CITY 1) “DUBRIEN GLASGOW” 


‘Silk Screen Materials 


SILK and 
SCREEN | 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


Continued ‘esi page 27! 


A.H. 


PRINT 
PROCESSES 


SEE THE JOB THROUGH 


From Studio to Camera 
to Press—on the 
Premises. 


Speed and Efficiency in 
Silk Screen Printing and 
Display Making 


Telephone: 
SHOreditch 5041-5 


1246 HOXTON STREET 
LONDON, N.! 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDELL RO. LONDON. Ww. 12. 


SHC WCARDS POSTERS 
WINDOW BILLS +. CUT-OUTS e& 


LICENSED DAY-CLO PRINTERS 


CUPAS/GNS 


42, HOXTON $Q., CONDON, W/. 


CLE. 2354 


SILK SCREEN 
PRINTERS 
10 wany 
AOVERT seas 


W.C.RAY MENT 


ane com 
RAY SIGN WORKS 
DURHAM ROAD. LONDON. "7 


ARCHWAY 2521 


Packing 


THE 


HYPNOCOLOR 
COMPANY 


Silk Screen Printers 
in Fluorescent and 
Fine Art Finishes 
& 
In the Heart of the 
Printing World 
e 
15-16 GOUGH SQUARE 
FLEET STREET, E.C.4 
Tel. CITy 2787-5539 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 


speed. Write or phone 


E. CHRISTIAN & CO. LTD. 


63 St. Paul’s Road, N.1 
CAN 2461 


FOR LETTERPRESS 
CARTONS 


Octoper 29, 1953 


Success—the 
hard way 
HE current exhibition at 


Ilford’s Gallery in High 
Holborn is by a pressman well 


loved in the Street-James 
(Jimmy) Jarché who is des- 
cribed as being “of Picture- 


goer’ on the credits, but whose 
decision to leave Odhams was 
recently announced. 

Jimmy is of the school of 
Vining (his old friend) and other 
pioneers-of-small-cameras He, 
like Vining, longed for years to 
get away from the bulky quarter 
plate, 9 x 12 and 5 x 4 cameras 
that for so many years were 
regarded as essential to the suc 
cess of a press photographer 
Jimmy, like Vining, was taught 
the hard way-—bhring hack a 
good picture every time, or 
e'se. iat si 

A few years ago it seemed as 
though Jarché was going to take 
life easier. Many Fleet Street 
men would like to have swapped 
places with him as he set out 
under Connery Chappell of 
Picturegoer's banner, to shoot 
film stars in the same frank, in- 
formal unglamorised manner in 
which he had shot the news 
of the day. Not for Jimmy the 
Duto soft focus, the contre-jour 
to hide the wrinkles. 

To Jarché stars are just camera 
material. Men and women. 

So we find in his Meet the 
Stars exhibition a_ refreshing 
directness and lack of profes- 
sional “side.” Laurel and Hardy 


| will probably never forgive him 


for his frighteningly candid shot 
of the deep etch of life’s un- 
happinesses on the faces of two 
of the world’s top clowns. Orson 
Welles never looked so natural 
and charming as in a JJ 
“candid”; nor Chaplin... mas- 
terly studies, these. 

Mischa Auer never looked so 
pop-eyed (see above), nor Pier 
Angeli more utterly charming 
than in Jimmy’s shots. 

What is the secret of this old 
master? Probably this: that he 
sees simply, shoots with direct- 
ness and lack of fuss—and feels 
each subject to be a challenge 
to his professional skill. In other 
words, a craftsman who never 
became “slick.” 
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PUBLIC RELATIONS 


Unequalled in Kent 
9 Newspapers 
| Order 


3 Stereos 
| Account 


= i i 8, t 21 ian Sales 
Associated Kent Newspapers 


Campaign which swayed 
a general «lection 


PUBLIC relations cam- pa in the New York Times to 
paign which is claimed to des.be their efforts—and boost 

: : th n prestige. 

have swayed the result of a ee 


general election was concluded FOR EXPORT ? ne 

—" in ering ee ' 30 High Sasetn: hasta 4Chatiams ttt 
un on similar ines’ to ( PR be exported? : 

Britain’s Free Enterprise cam- london consultant R. C. Lieb Advertisement Representatives 


é . 2 $ “z man thinks it can. He tried it (he 
paign, it is said to have been ress Officer to the Paris Motor 


Was 
largely responsible for the re- Show) and he says: 


E. W. Player, Led., 30 Fleet Screet, E.C.4 
(Central 2786) 


turn to power of Adenauer. PR on the Continent is still 
The organisers were a group of practically ‘no man’s land’ and 

industrialists and businessmen who the field is wide open for British 

called themselves The Scales—*‘a ‘ ultants.”’ ——— 

society for the promotion of social Lichman found the French “‘very 

adjustment.” publoty minded and very appre- 
For two years they conducted a Cliative of new ideas.” 

vast campaien through the German Bul he had his troubles: some 

agency of Hanns W. Brose. Initially ©! | British exhibitors “didn't 

several public opinion polls were ‘cel to care a twopenny damn 

conducted to test the public’s atti- | @bout publicity. 

tude towards questions of economic * tk Ba 

policy and labour management Nice touch: Plerre Marchal, the 


relations. The campaign was based 
on the findings. 

Industrialists went out to speak 
in factories, farms, schools, and 


Sornentators Awd to back the sleeping on a red velvet cushion 
most costly PR campaign ever con. ‘#* 08 pedestal in the centre 
c vee cree © of «a gallery of priceless sculpture. 


ducted in Germany there was ad- A black cat is the company’s 
vertising in 405 newspapers which : . 


French motor equipment maker, 
threw « mammoth party during the 
Paris Show. Over 6,000 attended. 
They arrived to see a black cat 


held 90 per cent of the total cir- emblem. THE 

culation of all German newspapers. * * * R 1 

There were specific advertisements Under the guidance of Editorial () | () NTIES 

om Been alle fm pen Services, the ee trade has pom "Me i © db 
es anc ere ‘ ect trying out new publicity approaches : Send for 

ings of housewives’ societies. a town Forum in Northampton poten WSacENts NEWSPAPERS GROUP 
As a climax, full page advertise- and a Man’s Show in London. NATIONAL NEWSAGEN ABW, nit 

ments appeared in all leading Ger- Idea number one is to. hold | 


BOOKSELLER STATION 
man newspapers. public meetings in various parts of 149 FLEET STREET, LONDON € Th K 

And when some of the organisers the country and invite audiences to Phone: CiTy 2604 (5 Lines) ey now ! 
visited America they took a_ half- fire questions about footwear at a By for the largest Net Sales Circulation (AB 
pane! of experts. 


a) 


PER J TRADE 
BOLD FRONT scot 4 5 me FLAT 
Useless for cosmetics. but INCH RATE 
UBLIC relations men in national . a 7k ° 
British advertisers anxious to and Pay - ge ge yo it cells textile machinery AB.C. NET SALES | 
increase their trade with ee ee Seren oe ; DIY 130,595 
immediate post-war years Now ’ 
ee the they are gradually becoming THE TEXTILE QUARTERLY 
possi KSTRABLADET, accepted. - ; Represented in London by 
the largest Evening Daily. Pub- Olten they have to spend much * We'll tell you (if you ask wat KITCHEN, Jr. LID 
wht « si ’ of 5 x 
lished by Politiken, Denmark's of their tme educating fcBow of us) whether or not we 131 Fleet Street, E.C.4 Central 1960 
cials and elected members _ of 
famous Morning National News- authorities the f tio f PR : 
paper, it still offers adequate a € Fd une hans <=. think your product has Head Office 
space facilities. Full details from Western District of the National a chance with the indus- MANCHESTER STREET, LUTON 
“ > Phone Luton 5050 
a A ey (ae da toes om at 
CRANE-DEBENHAM LTD., “A very humble, one-man effort’ Advertisement Manager: C. W. Gilder 
AAAS Lee to sell” PR with the aid of an ? Marcus Ward St.. Belfast ae 
Certra! 28il attractive little journal. 
In a recent issue he out-did 


Bernays and traced PR back to the 
reign of King Tuthmosis III, of | —— 


Egypt, who succeeded in 1505 a~.c. 

PHOTOGRAPHIC . © * 
FOOTNOTES: City of Birmingham 
PRINTS Information Department, — under 
F. W. Bradnock, has published a 
leaflet outlining its services . PR 
course in Paris during November 
Whitha ae Deis and December is being organised by 
the Association Professionelle des 


LARGEST SALE 

of 
| | BRITISH CANINE MAGAZINES 
22.188 (A.B. 


THE . 
DOGS’ BULLETIN 
now converted into 
AN 6-PAGE NEWSPAPER 
EVERY WOoNTH 
Published by the National Canine 


Any Size—Any Quantity 


PHOTOWORK LTD. | pubiice et Soomle een SILK foo ARTS Lt 
- 


Service, Reg Hinder, Gas Council 


and press and = information _ officer, 97 SHIRLEY ROAD. CROTOON Defen ——- 
LILYWHITE LTD describes his form of PR as “the AOOISCOMBE BSter-® ‘a , 
° steps taken by the supplier of goods : Advertising tates on application to: 
mi ) PELOV SERVIC’ : 
or services to keep his customers, meen ae + Oaaaes , Newspaper Kepresentations Ltd. 
73 Baker Street, London, W.1 potential customers and the public CRAFTSMANSHIP ' oesweey ’ & 231 Strand, London, W4.2 


Tel. Welbeck 0938/9 at larve informed of his activities Phone: CITy 5906 
and to keep on good terms with | 
them - 
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HE WROTE FOR 
ROOTIE KAZOOTIE 


ONE OF the big guns of American 


commercial television has come to 
London to be radio and television 
director of Erwin Wasey & Co., 
Ltd. He is Charles Lee Hutchings, 
who, for the past two years, has 
written a daily television show for 
children, “The Rootie Kazootie 
Club.” Retailing the adventures of 
an “all-American boy” and his pals 
it has not merely proved enormous- 
ly successful as a_ selling vehicle 
but has also won many awards for 
public service and is strongly en- 
dorsed by parent-children organisa- 
trons 

“Every medium is expensive if it 
does not produce results,” says Mr. 
Hutchings. But he insists there is 
no need to get “steamed up” about 
costs, which, he claims, are not 
as high as is often thought. Com 
mercial TV has produced a lot of 
completely new advertisers, and 
group sponsorship has developed 
to «a remarkable extent British 
commercial television will have the 
advantage of profiting by America’s 
hard-won experience 

\ pleasant-mannered Canadian, 
Mr. Hutchings was P.R.O. with 
the Royal Canadian Ai Force 
during the war, working both here 
and on the Continent. Belore the 
war he had spent many years with 
leading Canadian agencies 
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BRECENTLY appointed P.R.O. of 
Ferguson Ltd., Dublin, who are 
distributors of the Ferguson system 
of agricultural machinery for the 
Republic of Ireland, is George 
Campbell. He appeared in a new 
role the other day when he broad- 
cast a recorded talk in the Northern 
Ireland Home Service. His subject 
was “A Winter in Spain.” 


Started at the 
keyboard 
PROBABLY the best-known of 


Irish provincial newspaper managers 
is Cornelius F. O'Donoghue, this 
year’s president of the Irish Master 
Printers’ Association. It is a fitting 
position for a man who was the 
first linotype operator in the town 


of Drogheda, and who is now 
manager of the Drogheda Inde- 
pendent. 

“Con” O'Donoghue, who is a 


native of Tralee, County Kerry, first 
went to Drogheda as a lino man in 
1917 and learned all branches of 
the printing and newspaper business 


during the succeeding years He 
waS appointed manager of the 
Independent’ in 1942) and — has 
watched its circulation grow to 


16,050 an issue. 


Mr. O'Donoghue's recreation is 
following the Gaelic Athletic Asso- 
cation football and hurling games 


to his no small joy recently when 
his native Kerry won the All 
Ireland Football Final for the 17th 
time. 


KENT MESSENGER 


‘GROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 


HEAD OFFICE: MAIDSTONE 3388 


LONDON: 80, FLEET ST. CENTRAL 7500 
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John 


course at the match play golf championship at Ganton. 
picture are Mrs. Henry Cotton, “Hutch,” L. 
(in cap) and Frank Pennink. 


The applicant was 
infanticipating 
AAN ADVERTISING agency sends 


me the following, without com- 
ment 


“An advertisement for production 
assistant with knowledge of ordering 
process — work and — typesetting 
brought 15 replies. Of these appli- 
cants, who had been asked to state 
age, experience and salary required, 
13 wave age, 8 gave experience, and 
10° mentioned salary Average age 
was 3 years —the oldest being 40 
and the youngest 20. Salary asked 
ranged from £300 to £800. 

“One applicant demanded unfur 
nished accommodation; another, 
requiring ‘maximum salary,’ stated 
that block-ordering was child's play 
and that an agency he joined as 
production manager then went 
bankrupt 

“All applicanis were 
one stated that he was 


a baby.” 


male and 
expecting 


Looking back 
Nor MANY men in advertising 


can cast ther minds back over a 
longer period than F. John Roe, 
who last week contributed to this 


journal the Guest Column article 
“The Showman Outdated?” 

“IT remember the introduction of 
Force (Sunny Jim), Fels Naptha 
Soap and others,” he tells me. 
“We were brought up on bus and 
poster advertising, the poor man’s 
picture gallery, before the advent 
of the popular daily newspapers 
and halt-tone illustration. I re- 
member the birth of the Mai/, the 
Mirror, the Tribune There were 
eight evening papers in London 
when I was a lad Names were 
dinned into us by constant repeti- 
tlon--one of advertising’s first les- 
sons. | remember these after SO 
to 60 years. I can see now ‘Alas, 
My Poor Brother,” ‘Bubbles,’ 
Nestlé’s Cats, Sangers Circus, Drury 
Lane’s Spectaculars, etc.” 

Among the advertised 
he remembers as 
at the 
were: 


products 
household words 
beginning of the century 
Beechams, Birds, Borwicks, 
Bovril, Brands, Cadburys, Crosse 
and Blackwells, Ellimans, Frys. 
Huntley and Palmers, Icilma, 
Johnnie Walker, Liptons, Maza- 
wattee, Nestlés, Owbridges, Peck 
Freans, Pears, Quaker Oats, 
Reckitts, Rowntrees, Scotts, Sun- 
light, Swan Vestas. Vinolia. Dr 
Williams’ Pink Pills, and Wills 


Butler and Norman Edwardes 
seen on the left of this photo taken when they used a jeep to tour the 


of the “News of the World,”” are 


Others in the 
G. Crawley, Henry Cotton 
(Photo: “Golf Illustrated.) 


Host at a notable party last 
week was R. B. Williams-Thomp- 
son, managing director of Sidney 
Barton Ltd., publicity consultants 
The party, at Grosvenor House, was 
to celebrate the first performance ot 
the film “The Conquest of Everest™ 

attended by the Queen and the 
Duke of Edinburgh—for which Mr. 


Williams-Thompson’s firm did the 
preliminary publicity. His guests 
included the whole of the success 


ful team of climbers, members ot 
the committee which organised the 
Expedition, and leading = indus- 
trialists. A number of them com 
pleted the evening as guests of Mr 


Williams-Thompson at the Motor 
Ball 
* * * 

Tuoucu not agreeing — that 
Mancunian sounds half way be 
tween Manchurian and Mandarin 
I must point out that one of the 
few newspapermen in Britain to 


speak Chinese Mandarin fluently ts 
Frederick Borer, circulation mana- 


ger of the Harlequin Press Co., 
Ltd., Manchester. Mr. Bore 
helped with relicf work in China 
from 1921 to 1928 

* * * 


CONGRATULATIONS to Clark 
Matthew on his engagement. His 
bride-to-be is Miss Penny Walsh, 
whom he met some years ago when 


he was features editor of the 
Express & Star, Wolverhampton 
She has recently returned from 


modelling in Australia and they will 
be married next spring. 

Mr. Matthew formed his own 
business promotion organisation last 
year to promote business within the 
Empire. It now handles promotion 
for four major companies. 


Contact 


WEEKS WISECRACK 
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wonder if we could 
arrange a little puff jor 
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PRITCHARD, WOOD 


have room 


high up on the copy side 


(We are looking for the cream, ) 


VW rite, in confidence, to Gerald Butler, Creative Director 


F. C. PRITCHARD, WOOD & PARTNEKS LTD. 


25, SAVILE ROW, LONDON W.1 REGENT 7080 (16 LINES) 
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...asa TRIO 


they're tops ! 


@ Army Times— Navy 
Times and Air Force 
Times, each has a power- 
ful voice in bringing your 
sales message to the 
members of the U.S. 
Armed Forces and their 
families everywhere. 


@ This great Network 
of Weekly Service News- 
papers is published in 12 
editions to bring — pin- 
pointed news and features 
to servicemen and _ their 
families. 


@ Your advertisement 
reaches this 7 billion 
dollar consumer market 
at lowest cost per thou- 
sand of any weekly 
service publication. You 
get widest coverage al 
lowest cost per thousand. 


SAMPLE COPY, RATES & MARKET 
DATA BOOK ARE YOURS FOR THE 
ASKING AT NEAREST OFFICE. 


ADVERTISER'S WEEKLY 


ARMY TIMES 
PUBLISHING CO. 


LONDON OFFICE 
102, Park St., LONDON, W.1. 
GROsvenor 3651-9 


HEAO OFFICE | 
(319.2.M ST. NW. WASHINGTON 7.0.0 
Branch offices in’ ‘New York | 
bes Angeles Francisco — 


lode 7 
Tokyo é Pars 


Casablanco Frankfurt 
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Advertising ‘profession’ -OF FICIAL 


Careers booklet stresses 
‘keen competition’ 


“The advertising profession” is the subject of the latest 
addition to the “Choice of Careers” series of booklets issued 
by Central Youth Employment Executive. The new booklet 
(prepared by the Ministry of Labour and Nationa! Service 
and the Central Office of Information) describes the facilities 
offered by advertising agencies, explains their day-to-day work 


and how they are organised. 

Information is given about the 
work of the account executive 
and of the copywriter, the lay- 
out artist and other specialists 
including those responsible for 
press and public relations 

There is also a section dealing 
with the work of advertising 
departments of individual firms, 
of market research organisations 
and of the advertising depart 
ments of newspapers and 
periodicals. 

Particulars are given of the 
qualities, specialised abilities and 
educational standards required by 
those entering the profession, 
together with details of the prac- 
tical training and facilities for 
professional studies. Details are 
included of the openings, salaries 
and prospects of advancement in 
the profession 

“Starting salaries for juniors 
of school-leaving age who enter 
advertising = establishments — as 
messengers or clerks may be 
about £2 10s. or £3 a week, 
though girls who start as typists 
or shorthand-typists will generally 
receive more. 


Four-figure specialists 


* Tramee-executives may. start 
a! about £350 a year; copywriters 
and other specialist workers 
usually receive about £600 to 
£700 a year, and the salaries in 
junior executive posts are gener 
ally simular 

“Space salesmen, who may be 
remunerated partly by commis 
sion, can earn up to £1,000 a 
year or more, and four-figure 
salaries are paid in the highest 
specialist, executive and mana- 
genial posts.” 

In a general introduction the 
booklet states : 

“A great extension in the use 
of advertisements has been a 
major feature of commercial life 
in the twentieth century 
branch of commercial art which 
is so much in the public eye 
naturally attracts many boys and 
girls who have been particularly 
successful in art at school: simi- 
larly those who enjoyed and did 
well at English may look to 
advertising as an interesting 
career 

“But, de spite the growth of 
advertising, the numbers em- 
ployed are still) comparatively 
small, and there is keen competi- 
tion for such posts as are 
available 

“While it is true that there 
are posts that need only technical 
abilities, the demand for them ts 


such that employers require 
very high standards from candi 
dates, and boys and girls who 
secure the posts must be pre 
pared to increase their knowledge 
and ability by further studies 
For the higher appointments in 
this career success is achieved 
only by those who are prepared 
to work hard and who have, in 
addition to technical mastery, a 
real flair for the work 


British humour 
for Berlin 


The Central Office of Informa 
tion is seeking current examples 
of British commercial posters in 
humorous vein for display at the 
British Centre in Berlin and pos- 
sibly in other European coun 
tries Double crown or quad 
crown are the most suitable size 
for exhibition. Three copies of 
each poster are asked for, No 
payment is offered. 

Posters or — correspondence 
should be addressed to N. G 
Thompson, circulation section, 
publications = division COLL, 
Montagu) Mansions (Block 4). 
Crawford Street, Baker Street, 
London 


Fiim boost for 
competitive TV 


Iwo mobile cinema vans have 
started on a tour of the country 
to show a 12-minute film on 
competitive television which has 
been made for the Popular Tele- 
vision Association 

Entitled “Televiewers Choice” 
ui features interviews with the 
Earl of Derby. Canon ( B. 
Mortlock Alec Bedser, Joan 
Grithths and others 

Fourteen thousand have al- 
ready seen the film in Man 
chester. After visiting Scotland 
the two vans will work south- 
wards finishing on the south 
coast on December § 


Southport are to 
advertise more 


The successful results of news- 
paper advertising led Southport’s 
advertising sub-committee of the 
publicity and attractions committee 
unanimously to resolve that 
increased newspaper advertising 
should mark their programme for 
1954. 

Increased space will be taken in 
provincial newspapers, 


. 
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asa QUARTET 


there’s extra punch 


@ Add the European 
editions of AIR FORCE 
DAILY to the big three 
weeklies of the TIMES 
network and you'll reach 
the rich market of Ameri- 
can families at Air Force 
stations in England, 
Europe and North Africa. 


@ Circulation of Air 
Force Daily parallels the 
sweep of AFEX (the Air 
Force Exchange) System. 
thus providing an adver- 
liser with trade journal 
coverage of the exchange 
system as well as a con- 
sumer wire-service daily 
newspaper -five days a 
week complete — with 
news, sports and features 
for Americans abroad. 


@ Low cost combina- 
tion rates for all four of 
these great service papers 
give advertisers their best 
buy. 


GET DETAILS ON HOW TO SELL 
THIS AMERICAN MARKET ABROAD 
FROM NEAREST OFFICE. 


AIR FORCE DAILY 
ARMY TIMES PUBLISHING CO. 


publication 


LONDON OFFICE 


102, Park St., LONDON, W.i. 
GAROsvenor 3651-9 


HEAD OFFICE 

(3132 M ST..N.W. WASHINGT! 
Branch offices in: New ¥ 
Les Angeles Sen 

| Phitedelphic 


Tokyo 


Casablanca Frankfurt © 
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Octoper 29, 1953 ADVERTISER'S WEEKLY 


SUNDAY TIMES 


The average weekly net sale of THE: 
SUNDAY TIMES for the nine months 


ended September 30° was 


d36.067 


This compares with a weekly net sale for 


the corresponding period last year of 


4A96.77!1 


The current figure represents a new peak 
in the circulation of the most widely read 
Sunday newspaper of its quality moths 


country. 


The above figures are certified by Messrs. Price Waterhouse & Co., chartered accountants, 
in accordance with formulae prepared by a Committee of the Newspaper Proprictors’ Association. 
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ADVERTISER'S WEEKLY 


Biro sign Mather and Crowther 


The biggest ball point pen 
account is moving. As from 
February 1, Mather & Crowther 
Lid. will be handling the adver- 
tising for Biro. 

At present this advertising is 
handled by C. J. Lytle (Adver- 
tising) Lid. 

During the second quarter of 
this year Biro spent £14,035 on 
press advertising alone, according 
to “Statistical Review.” 


Sweet air in 


. 
smaller tin 
Cooper, McDougall and Robert- 
son Lid. are launching a new 4-07. 
size Fresh-aire aerosol Retailing 


at Ss. 6d. the container is taller 
and slimmer than the — present 
Ts. 6d. size. The label is litho 
graphed. 

A showcard, designed to hold 
three of the new contamers, 1s 
being issued for retailers. So far 
press advertising has not been 
planned. Charles F. Higham Lid. 


are the agents. 
Evening newspapers 
on the schedule 


London and provincial evening 
newspapers will be used by Kay 
Brothers Ltd. to launch a new 
mouse and rat killer, Warfarin. At 
the moment the scheme is scheduled 
to run in November and December 
but there is a possibility that it will 
be extended until March. 

Warfarin is also being advertised 
in journals covering the bakery, 
farming, milling, hotel and grocery 
fields. Saward Baker and Co., 
Léd., are the agents. 


Modern look for 
the Old Folks 


Publicity is being launched to in 
troduce several new blends ol 
Mazawattce tea. In addition, Maza 
wattece Orange Pekoe, a pre-wat 
rich blend, is being re-introduced 

Agents Mather and Crowther 
have modernised and introduced 
new labels for the range of tea 

cks. The “Old Folks” symbol 

s been brought up to date. 

Showeards, crowners, display 
pieces and window bills have been 
prepared and trade pm adverts 
ing is being launched with the 
slogan: “Glorious Mazawattee——the 
richest tea for 12 years!” 


Showeard for 
Jersey caramels 


Batger’s are issuing a new show 
card to the’ confectionery and 
grocery trades featuring Jersey cara- 
mels, It was designed by then 
agents, C. J. Lytle (Advertising) 
Ltd. and printed by C. B. (Litho) 


Ltd. The distribution coincides 
with national advertising for the 
product. 


Tom Phillips is P.R.O. for a 
Fuel Efficiency Exhibition which ts 
to be held at the City Hall, Deans 
ate, Manchester. Organised by 
rovincial Exhibitions Ltd., the 
exhibition will be opened by Lord 
Derby on Wednesday, November 18 


Following up their 
summer campaign 


As a foliow up to their summer 


advertising campaign Sherwoods 
Paints Ltd. have issued a news 
sheet, entitled Sherwoods News 


Flash, urging retailers to stock up 
with sales aids. It offers a free 
service of advertisement blocks. 

It was mailed to all present and 
potential customers and whole- 
salers received bulk supplies. Syn- 
chronised with the shot was the 
distribution of dealer  advertise- 
ment pulls to Newspaper Society 
members to enable them to ap- 
proach recipients of the News Flash 


to tie up local press dealer 
advertising 
“The current advertising campaign 


has already sent sales of Sherwood's 
paints way above last year,” it re- 
ports. The agents are Stuart 
Advertising Agency Ltd. 


— SSS SOOOCCCCOOS 


NEW ACCOUNTS: 


manufacturers (trade 


4 glove 
} 


# and national newspapers 


(Napper, Stinton, Woolley 


e ~~ ~~ 


; @ AT A GLANCE 


> 
} ACCOUNTS MOVING: 
t Molyneux perfumes to Conroy Wykes Advertising Ltd.; 
4 Briton Brush Co., Ltd., to Willsmore & Tibbenham (Norwich) ¢ 


Lid., from January 1; Berkley Hygienic Food Products Ltd. 
4 'o Howards Press Advertising Ltd. (Hull); Vitafoam Ltd. | 
¢ makers of Latex foam pillows, upholstery and mattresses, to 
3%. C. Peacock Ltd. (Liverpool) from January 1 


Blandy’s Madeira for S. C. Peacock Ltd. (advertising and 4 
public relations); G. Waddington & Son, 


(Advertising) Ltd. from January 1; F. Mason & Son, Ltd., 
couturier (local press), Barwell Rubber Co., Ltd., remoulders 
and tyre plant manufacturers (local and trade press). Woods, 
Sadd, Moore & Co., Ltd., grain merchants (local and trade 
press), J. Rands & Jeckell Ltd., stack covers (local press and 
farming press), Garlands Ltd., departmental store (local press), 
and W. 8. Hoseason, motor cruisers, Broads holidays (national 
press and periodicals) for Willsmore and Tibbenham (Norwich) 4 
Ltd.; Platt Metals Ltd. for Conroy Wykes Advertising Ltd.; { 
, E. A. Products, tape recorders (musical and electrical press) 

for Commercial Advertising Service Ltd.; Aspinalls (Paints) 4 
Ltd. for Donald Macdonald (Advertising) Ltd. (Manchester). $ 


) Distaff Fabrics Ltd. for A. H. Knowles Ltd. (Manchester). . 

4 

{ NEW CAMPAIGNS: t 

I Hudson & Knight (Lintas Lid.) Christmas gift wrappings 4 

offer with large spaces in national newspapers and magazines; $ 
Typrod mats (Stowe & Bowden Ltd.) national daily and ¢ 

{ Sunday newspapers, motoring, industrial, commercial and trade z 


press; Cooks of St. Paul’s (London Press Exchange Ltd.) large 
¢ spaces in national and provincial newspapers and trade press 
} for spring campaign; Peter French Ltd. (C. J. Lytle (Adver- 

tising) Ltd.), full pages, ee colour, in women’s magazines, 4 
an 
(General Advertising Co. Ltd.) women’s magazines, London and 
provincial evening newspapers, Radio Times and specialised 
magazines; Cosmana hand — and Cosmedin beauty lotion 

td.) 
Grypto airer, made by Straight Jane Mops Ltd. (Stephens 
Advertising Service Ltd.) national Sunday newspapers, women’s 
$ and home journals and trade press. 

Warfarin rat and mouse killer (Saward Baker & Co., Ltd.) 
London and provincial evenings, baking, milling, grocery, and 
catering journals and trade press; Pakamac (Alfred Bates & { 
Co., Ltd.) national and trade press: Sketchley Ltd., dry-cleaners 
» and dyers (G. Street & Co., Ltd.) provincial newspapers. 


Beauty lotion will 


sell hand cream 
Lid. 


Dendron 
using the 


Distributors 
established 


are 
Cosmedin 


beauty lotion to introduce a new 
line, Cosmana hand cream. 
All bottles of Cosmedin are being 


marketed in a special combination 
pack which also Rolds u free sample 
of the new hand cream. 

Trade press advertising is being 


launched telling retilers — that: 
“Cosmana hand beaut, cream in- 
troduces itself.” 

Heavy national ad ertising will 
publicise the Cosmedin-Cosmana 


Stin- 


Negper, Sti 
the agents. 


Christmas wrappings 


combination pack. 


ton, Woolley Ltd. « 


Hudson and Knight Ltd are 
again offering Christmas gift wrap- 
pings this year. Customers who 


send in six mixed or single packet 
tops or wrappers from Rinso, Vim 
or Knight's Castile will be sent a 
packet of wrapping paper, tie-on 
cards, coloured seals, Christmas 
tape and red twine. 

Large spaces are being taken in 
national newspapers and magazines 
by Lintas Ltd. to publicise the 
otler. 


idl 


Ltd., tanners and ] 


press) for Nevin D. Hirst 


trade press; Energen rolls ~ 
: 
> 
national and trade press; 4 
7 
> 
j 
7 
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LEGAL AND GAZETTE 


‘Newsprint was 
bought on the 
black market’ 


Ihe adjourned public examination of 
Isipore GREEN, 28 Purcells Avenue, 
Edgware, Middx., lately carrying on 
business at 12 Neeld Parade, Wembicy, 
editor and publisher, was held at London 
Bankruptcy Court. His statement of 
affairs disclosed a surplus of assets over 
debts, but he agreed that the document 
required amendment, and agreed to carry 
out the amendments within a month. 

Questioned by the Assistant Official 
Receiver, the debtor agreed that he had 
failed before in 1939, when he had gross 
liabilities of £947 and no assets. He 
obtained his discharge in 1945. 

At the time of the 1939 bankruptcy 
he was publishing The Weekly Sporting 
Review and he allowed his wife to 
acquire it for no consideration. He was 
employed as editor until 1941 when he 
joined H.M. Forces. In 1945 he resumed 
publication and worked as editor. 

He said that during 1948 he had pur- 
chased newsprint on the black market 
at excessive prices, in an effort to increase 
circulation, He also experienced further 
difficulty from strikes in the printing 
industry. 

In March, 1950, he brought out another 
weekly newspaper called Show Business. 
It did not have a paper quota and he 
again went to the black market, He 
said the difference in price of the news- 
print was sometimes as much as £150 
a ton over the correct price. He was 
also adversely affected by strikes and he 
ceased publication in July, 1950, after 
losing about £4,000 on the venture. To 
save the copyright of Show Business he 
called his other newspaper Show Business 
and The Weekly Sporting Review. 

In December, 1951, the debtor entered 
into partnership with a limited company, 
and was appointed managing editor of 
the newspaper at £1,000 plus expenses. 
The partnership terminated as a result 
of the Receiving Order being made. 

In March, 1952, a writ was issued 
against the debtor for commissions said 
to be due, <A few months later the 
debtor agreed to judgment for £500 and 
costs and the present proceedings ensued. 

Ihe examination was adjourned, 


WINDING-UP PETITION 


Mr. Justice Roxburgh in the Chancery 
Division on Monday had before him a 
petition for the compulsory winding-up 
of Creative Journals (ndustrial), Lid., 
presented by John Michael Ryan, of 
Grosvenor Street, Westminster, a director 
of the company. 

P. J. Sykes, for the company and two 
opposing contributories, applied for an 
adjournment for two weeks to enabic 
him to put in evidence. The petition 
was brought by a contributory and 
respondents might desire to cross-examine. 

His lordship said the petition would 
stand over for two weeks and the parties 
could then apply for a date to be fixed 
for the hearing. 


WILLS 

Cot. Gitsert Scorr, of Cockshead 
Htouse, Prestbury, Macclesfield, join 
sxoverning director of O. G. and A. N. 
Scott Lid., proprictors of the Rochdale 
Observer and Heywood Advertiser, 
former president of the Lancashire, 
Cheshire and Derbyshire Federation of 
Weekly Newspapers, left £52,586 4s, 2d. 
gross, £50,779 6s. Sd. met. 

Lawrence FRANKLIN Rees, of 12a Park 
Close, Hampton, Middlesex, one of 
Kemsicy Newspapers’ senior London ad- 
vertisement managers, left £1,674 98. 9d. 
gross, £1,419 4s. 9d. net. 


CHANGES OF ADDRESS 

Pratt and Co. ( ) Ltd., to 
Hanover Court, Hanover Square, W.1. 
John Willis Advertising Lid. w 
King Street West, Manchester 3. 


Cowderoy & Moss Léd., photographers, 
to 25 Manchester Square, W.1. 


40 


Modern Advertising (Birmingham) Ltd, 
to 41-3 Fazeley Street, Birmingham 5. 
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Drink more 


An empty tumbler flashed on the sc: 
rosy apples ; this dissolves into a | 
filled with sparkling Whiteway’s Cyd. 
* Drink more apples—the Cydrax W 
and girl are seen drinking Cydrax. T 
the Cydrax bottle on the table. 
Produced by THEATRE PUBLICIT» for Whiteway’s Agents, 
C. Vernon and Sons, Ltd. 


nis quickly filled with 
ture of the same glass 

The intriguing slogan, 
. appears as a woman 
camera moves down to 


~ 
%. 
10 


Aye 


a 5 


© 4CHLOROPHYLL 
_ #TOOTH PAS TE 


The idea of the freshness and cleanliness which Mentasol 
Toothpaste gives is conveyed by a shot of a country meadow’s 
lush greenery on which is superimposed a brush receiving tooth- 
paste. The advertising message jumps in and reads : * Millions 
turn to Mentasol Chlorophyli Toothpaste for a clean, fresh 
mouth !” 

Produced for distribution in Eire by THEATRE PUBLICITY 
for Pepsodent Ltd.'s Agents, J. Walter Thompson Co.Ltd. 


A close-up of a beautiful S 
is!and setting, dimpling w: 
She looks up at a palm tre 


suth Sea Island Girl in a luxuriant 
lclight as she eats a bar of Bounty. 
from which a coconut falls to break 
open onthe sand. A Boun!, bur is then superimposed across the 
open halves. And on the sind this lettering appears in glisten- 
ing chocolate : * Juiciest ever milk chocolate coconut bar !° 
Produced by THEATRE ?'( BLICITY for Mars Ltd.'s Agents, 
Young and Rubicam Ltd. 


~ SAVOURY 
BISCUITS - 


FORGET SYMBOL BISCUITS 
A cartoon elephant (Symbh 
on a box of Symbol bisc 
Attractive biscuits fly out 
bag to catch them, puts | 
sit on top. Thus the name, | 


|'s trademark) jumps from his seat 
which immediately springs open. 
the elephant holds out a cellophane 
bag into the box and jumps to 
idemark and fresh wrapping of the 
product are established. ‘1 1 on a good thing,’ runs the wording. 
“Symbol savoury biscu Never forget Symbol biscuits.’ 
Produced by THEATRE PUBLICITY for Symbol Biscuits Ltd. 


These are just a few examples of recent colour filmlets produced }) lheatre 
Publicity. You are invited to showings of these and many others, arranged at 
your convenience on request to the Sales Promotion Manager-- HAMpstcad 4424. 


Produced by 
THEATRE PUBLICITY LTD 


LEADING SCREEN ADVERTISING * 4 COMPANY WITHIN THE J. ARTHUR RANK ( 


HEAD OFFICES: 124-128 TINCHLEY ROAD, | (NOON NW3 (HAM 4424) 


*® SALES & PRODUCTION: FILM HOUSE 


Ari(SATION 


)UP STREET, LONDON, WI (GER 9292) 
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ADVERTISER'S WEEKLY 


Publications News and Notes. 


New building 
monthly 


A new monthly, Prefabrication, 
will be launched at the Building 
Exhibition in November. Claiming 
to be the first publication in the 
interests of manutacturers ol pre- 
fabricated buildings, factory-made 
components, and equipment, it is 
directed at local authorities and 
architects and at overseas govern- 
ments and public and private 
bodies. Subscription rate: 30s. 
home, 32s, 6d. overseas. Type areca: 
10 in. x 7 in. Black-and-white page 
rate: £25, £10 per colour extra. 
Publication date: 18th of the 
month, Publishers: Prefabrication 
Publications, Ltd., London. 
vertisement manager: S, D, Cooke. 

* * * 

Two special issues of The Bicycle 
for the Cycle and Motor Cycle 
Show will each consist of 76 pages 
with four-colour covers 

ok of Ea 

Colour bookings in Woman's 

Own for the early months of 1954 


are already exceptionally heavy 
states a promotion folder issued by 
Stuart Mander. 

ok ok * 


John O'London’s Christmas 
books number will be published on 
November 27. 

oe * ca 

Eleven pages, an all-time record, 
of colour advertisements appear in 
this week's issue of John Bull. 

4 + * 

Illustrated has been granted first 

reproduction rights on the Corona- 


tion paintings commissioned by the 
Minister of Works. The paintings 
will be reproduced in a series of 
full-colour centre-spreads. 

* * * 


Show 
try Farmer was pub- 
The main 


A record post-war Dairy 
issue of Poult 

lished on ‘Tuesday. 
feature of this 44-page number, 
containing the equivalent of 23 
pages of advertising, was a 20-page 
detachable supplement giving a full 


preview of the exhibitors for the 
industry. 
aK * 
This week's Woman introduces 


a new paper pattern service for 
home dressmakers. 


* * * 


After posting the final pages of 
the October 23 issue of the Hard- 
ware Trade Journal, the editorial 
staff and the printers, Keliher, Hud- 
son & Kearns LAd., took a party of 
20 London ironmongers and assis- 
tants round the works to see the 
paper going to press. The retailers 
were welcomed by Cmdr. A. O. 
a a director of Benn Brothers 
t 
* * * 


As from the January issue 
British Steelmaker 
original format, with a 10 in. by 
7 in. type area. Higher production 
costs will partly be covered by rate 
increases averaging 7} per cent on 


The 


returns to its 


the existing tariff, Ful Re rate, 
single insertion, will be £25 
ok Ea ck 
November issue of the Tail- 


Wagger Magazine has been especi- 
ally devoted to the dog as guard 
and protection for life and property 


ADVERTISING MANAGER’S CORNER 


Command 


Porformance 


When the Board hint that this year they expect you 
to put on a first-class show—cr else, you're being 
invited to stage the sort of command performance 


that is right down the Harris aisle. 


Remember, 


the Harris talent scouts have an eye for promising 
new material and they can always produce enough 
star turns to fill any Advertising Manager's pro- 


gramme. 


So if you want to ‘ knock-em’ with 


every number from the big attraction down to the 
supporting items, leave the casting to Harris and 
get ready to step up to the footlights for a big 


bouquet from the Board. 


distinctive 


showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel. : REG 3295-6 


280 


lhe 
Show, 
Automobile 
Yachting World, 
a full range of the Ilifje books and 


stand at the Motor 
on which are also displayed 
Engineer and 
together with 


Autocar 


diaries. The stand was designed 

by A. L. Reeve, exhibition division 

of lliffe’s publicity department, and 
was built by Replicards Lid. 


* * * 


The Western Independent on 
Sunday produced a 24-page paper 
for the first time since the war, 
which included four pages tying 
up with the Motor Show at Earls 
Court. 

A * * 


Newsweek International is repre- 
sented at the American Society of 
Iravel Agents’ Convention in Rome 
this week by Richard Callanan, 
Peter  Cockburn-Thorpe, and 
Thelma Hepburn from New York. 
Copies of Newsweek European 
edition as well as the American 
edition, and a booklet designed to 
aid sightseeing delegates, have been 
delivered to delegates at their 
hotels. 

a * as 


Two special numbers of Motor 
Cycling, with full-colour covers 
and containing 32 pages in gravure, 
will be published in connection with 
the Cycle and Motor Cycle Show 
next month. 


Irish records 


Irish Independent has been set- 
ting new records in sizes, October 
10 and October 17 issues each had 
20 pages and the October 20 issue 
had 22 pages, believed to be a post- 
war record for Ireland. The Octo- 


ber 10 issue carried a whole front 
page advertisement for Donnelly’s 
skinless sausages, and all three 


issues were very strongly supported 
by advertisers. London manager of 


the Independent is L. C. Blenner- 
hassett. 
re * 
Net sale of the Sunday Times 


has increased by some 
last year. Certified figure for the 
nine months ended September 30 
is $36,067, a record for this paper. 
Figure for the comparable period 
last year was 496,771 
ok Bs tk 

First (October) issue of Steadfast 
Magazine, published by Steadfast 
Publishers (Bletchley Printers Ltd.) 
for the Boys’ Brigade, was over- 
subscribed The original guaran- 
teed print order of 20,000 was more 
than doubled, the actual sale being 
45,000. Aldridge Press Ltd. are the 
advertisement representatives 

K * * 

Somerset County Gazette had its 
largest post-war issue on October 
17. In addition to 12 pages it 
carried a four-page Motor Show 
supplement strongly supported by 
car dealer advertising 


40,000 since 
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We Hear 


National Association of 
Rows Furnishers is investigating the 
possibility of enlisting all sections 
of the industry in a scheme of 
collective publicity whereby every 
newspaper editor in the country 
would receive a regular flow of in- 
formation relating to the British 
furnishing industry. A_ similar 
scheme operates in America. 

ok HK ok 

To-day (Thursday) the Press Ad- 

vertisement Managers’ Association 
revives its pre-war practice of hold- 
ing monthly luncheon meetings. 
They are being held at The 
Feathers, Tudor Street, London. 


* * * 


Carr's of Carlisle have issued a 
new showcard for their table water 


biscuits. Printed in full colour it 
has a tartan background. 
ok a a” 

Under the auspices of _ the 
Monotype Users Association the 
“*Monoty Brains Trust _ has 
visited Birmingham and Bristol. 

a * x 

Continental Mills Inc. of Phila- 


delphia are running advertising in 
American newspapers urging the 
President and Congress not to 
lower tariffs on imports. 


Hot war 
Both the gas and_ electricity 


boards in the south west are run- 
ning exhibitions in Bristol. 


ok ok Bo 
When the film “The Iron 
Mistress’ came to Falkirk the 
Carron Company, _ ironfounders, 


staged a foyer Rg under the 

banner: “In this theatre you will 

see the Iron Mistress. Here are a 

few products of the iron master.” 
* a * 

A windmill with ice lollies for 
vanes, and a “flying saucer” are 
among the display pieces used by 
Glacier Foods cf Maidenhead. 

* * * 

The Evening Standard’s big tight 
bill was incorporated in the 
Adelphi Films Ltd.'s displays ad- 
vertising the film of the Olson- 
Turpin fight. 

ok * BY 

New members of the  Incor- 
porated Society of British Adver- 
tisers are Matthew Clark & Sons 
Ltd. and The Readicut Wool Co., 
Ltd. 


300 years ago 


George H. Howe, advertisement 
manager of the Bradford Telegraph 
and Argus, gave the Spenborough 
Chamber of Trade a_ review of 
newspaper advertising over the past 


300 years. 
ak ok * 

Carlton Artists and International 
Artists are opening their Manchester 
offices with an exhibition of art and 
photography on November 18. 

ea * aa 

Calcutta advertising agencies’ 
stalls have organised themselves into 
a Federation of Advertisement 
Agencies’ Staff Unions as a pro- 
tection against the effects of 
“retrenchment” in the business 
world. 

* ok 

Samuel Jones & Co., Ltd., have 
become associate members of the 
Display Producers’ and Screen 
Printers’ Association. 
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Octoper 29, 1953 


ADVERTISER'S WEEKLY 


EVENING EXPRESS, LIVERPOOL 
MAKES NEWS 


Next Monday, November 2, the Evening Express, Liverpool, 
changes format from full text to magazine size 6 cois. x 15" 


Here is the message to readers 
and advertisers 


appear in the first issue EVENING EXPRESS 


FIRST ISSUE OF 


THE NEW 


Monday, November 2 


which will 


MEET THE NEW 


ODAY'S issue introduces the new style Evening 


Express to its close friends, its readers and 
the advertisers. 
The new size evening paper taday meets its 100,000 readers 
for the first time. 


The Evening Express has the utmost confidence in its 
reception. Why? For these reasons 


it will be a handier size—just right for reading an bus and 
train, and just as right for home reading. 


It will display the news quicker and make it more inter 


esting. The features will obtain a more attractive display. 

There will be more sports news for father and his growing 
sons; special features for mother and her teenage 
daughters; a page of the popular pictariai cartoons for all 
and every day a very special corner will be kept for 
children. 


The Evening Express believes the new size will meet a 
public need in Liverpool. 

The new editorial policy accompanying the new size 
will aim to enhance the long and considerable local and 
national reputation of the Evening Express by a con- 
tinuous service of exclusive news and features that will 
engage the personal interests of its readers 


Vital in this policy is the editorial desire to put 
over to its readers an invitation to contribute them 
selves to the paper's contents 

Readers’ ‘etters, for instance—we want readers to 
know their views are always welcome to know 
that the Evening Express represents their platform 

. . to know that here in these columns is heard 

the voice of the people. of you and your next door 
neighbour, of your family and your friends at the 

Community Centre, the Golf Club, the Bridg« 

Society and the Supporters’ Club 
if you have a suggestion maybe about 
Liverpool F.C. or Road Safety, and if you have 
a grievance, if you see something that wants 
putting right write ta the Evening Express 
it is for this reason—for this reason of 
personal contact which we have with our 
readers that we believe in our paper 


SIZE OUT 


ADVERTISEMENTS IN TWO COLOURS 


FULL PAGE £150 HALF PAGE | Smaller Sizes Single Column 
isin x 6 cols. | £75 to Basic Rate Inch R.O.P. 


25s. per 


EVENING EXPRESS, LIVERPOOL 


Head Office: VICTORIA STREET, LIVERPOOL. 


Tel. Central 6601 


London Office: 132/4 FLEET STREET, LONDON, E.C.4. 
Tel. Central 7700. 
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ADVERTISER'S WEFKI Y 


APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


wanted 


charge, one line plus 9d. covering 
advertisements 


Week) 


with thorough appreciation and 
experience of modern merchandis- 
ing technique and administration | | 
of advertising and promotional | | 


or she, 


postage, 
under seven insertions MUST 
y."’ 180 Fleet Street, London, E.CA. CHAncery 8844 (fx 


APPOINTMENTS VACANT ~~ 


Situations Vacant: “The engagement of persons answering these adveriiements must 

be made through a Local Office of the Ministry of Labour or a Scheduled 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 

employment, from 
jon of Vacancies Order 1952.” 


is exce 


282 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display 

APPOINTMENTS WANTED, 3s. per line, 35s. per display panel 4 ar} = 

Classifications, 4s. per line, 45s. per display — inch. ~y~ y+ 3 lines. Box No. 
Series ication 


rates 
se PREPAID. ‘Address 


Employment 
8-59 inctusive 


pted the provisions of the 


programmes. 


Write giving background details to — 


Box 6917 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER /VISUALISER = required. 
Experienced. To work on National 
Advertising Campaigns Progressive 
position. Full details, age and salary 
required to Elliott Advertising Ltd., 
192 Broad Sweet, Birmingham, 15. 

LITHO REPRESENTATIVE for London 
office of medium sized quality offset 
House. Excellent opportunity for ex- 
perienced man with sound connection. | 
Full particulars in confidence w: Beric 
Press, Crompton Way, Crawley, Sussex 


ADVERTISING MANAGER 
for PUBLIC COMPANY 


Man aged 35-40 with sound experience 
of Press and Trade Journal Advertising, 
Direct Mail, Sales Literature of semi 
technical nature and Public Relations work 


Write in first instance giving full details of 
career, experience and salary required 


LARGE LONDON AGENCY 


has important vacancy for 


FIRST-CLASS 


COPYWRITER 


Applications (in strict confidence) are invited 
from men already successful as copy-group 
heads. High salary for able, hard-working man 
between 30 and 40, who can produce first-class 
work himself and direct the work of others 


Box 5918 
Advertiser's Weekly 180 Fleet St London EC4 


| for good wage in pleasant studio. H 


Box §92! 
Advertiser's Weekly 180 Fleet St EC4 & A. Dix Lid., 12 Gt. 
W.C.2. 


LETTERING ARTIST, experienced only, 


Newport Street, 


Associated Iliffe Press 
has the following 


vacancies :— 


PUBLICITY DEPARTMENT Visualiser, able to 


evolve press advertisements with sound 
sales appeal in many technical fields. Good 
typographer and methodical worker. Permanent, 
pensionable position. Please supply full details of 
experience and salary required, but no specimens 
at present. 


PRODUCTION DEPARTMENT = typooraphe: 


and layout artist. Should be fully experienced in ~ 
editorial page layout in colour letterpress and 
gravure, journal cover and book-jacket design, and 
restyling of journals. Must have thorough under- 
standing of printing and blockmaking processes and 
production procedure. 


Applications, marked either “PRODUCTION” or “ PUBLICITY” 
should be addressed to The Production Director, Dorset House, 
Stamford Street, London, S.E.1 


GENERAL ARTIST with some creative 
ability required for advertising depart- 
ment. Knowledge of display work and 
lettering essential, Good opportunity 
for right type of person Personnel 

Manager, Dunlop Rubber Co, [Ltd., 

Fort Dunlop, Birmingham, 24. 


COPY /IDEAS 


This expanding London Agency 
handling a blend of consumer and 
technical accounts, has a vacancy 
for an experienced copywriter 
Applicants should already be 
earning a salary just over the four 
figure mark and should have a sound 
understanding of merchandising. 


Please write stating age, experience 
and salary required to : 
Box 6928 
Advertiser's Weekly 180 Fieet St EC4 


WAGES CLERK, singic woman 25 or 
over Must have expericnce of 
P_A.Y.E. procedure and records. Good 
working conditions, five-day week, can- 
teen facilities. Personnel Manager, 
Dunlop Rubber Co., Lid., Fort Dunlop, 
Birmingham, 24. 

LAYOUT MAN, about 25, for ideas and 
finished roughs. To operat from 
Works of substantial Printer in North 
Midlands city. Top quality work, 
letterpress, lithography and = photo 
lithography 
Box S883 Ad. Weekly 180 Fleet St EC4 

EXHIBITION CONTRACTORS require 
experienced designer capable of taking 
control from design to completion and 
introducing new business. Apply stat- 
ing age, experience and salary required 


to 
Box 5884 Ad. Weekly 180 Fleet St EC4 
TYPOGRAPHER required for Catalogue 
Page Layouts with printing instructions. 
London, W.1 area 
Box 5908 Ad. Weekly 180 Fleet St EC4 
COMPTOMETER OPERATOR required, 


age 18 or over with experience of 
wares work. Forty-hour, _ five-day 
week. Canteen facilities. Personnel 


Manager, Dunlop Rubber Co., 
Fort Dunlop, Birmingham, 24. 


Lid., 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Octoper 29, 1953 


CLASSIFIED ADVERTISEMENTS 


ADVERTISEMENT 
REPRESENTATIVE 


required 


A well-known group of publishing 
companies has a strategic vacancy 
for a first-class experienced space- 
salesman, aged 30-40 Salary 
according to calibre. 


Particulars of age, experience, 
etc., in strict confidence, to:— 


Box §919 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN for busy advertising de- 
parunent of large London manufac- 
turers. Some mechanical knowledge or 
aptiuude an advantage for work on 
variety of trade and technical projects. 
Are group preferably 25-30 years. 
Five-day week, large social facilities, 
canteen, pension scheme. Write, 
stating ‘full details (No samples please!) 


to 
Box 5885 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 
LETTERING ARTIST 
required 
Good knowledge of typography desirabl 
Write giving experience and salary to 
Box 6816 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST-DESIGNER wanted for Creative 
Group in leading Yorkshire Advertising 


Agency. Capable of slick layouts. 
Sound typography. Agency experience 
essential. Accommodation assistance 


given. Write (no specimens in first in- 
stance) to 
Box 5886 Ad. Weekly 180 Ficet St EC4 


CASTROL 


have immediate vacancy for 


JUNIOR ARTIST 


The successful applicant will be 
between 20 and 25 years of age 
and will have completed his 
National Service. He will be en- 
thusiastic and versatile, able to 
cope with any job from the design 
of a poster for garage display to 
the layout of a weighty technical 
publication. A sound art school 
background and a keen interest 
in motoring will be essential but 
previous studio experience will 
not be required. 

Permanent and progressive posi- 
tion with commencing 

around £320 including < cost-of- 
living bonus, S-<day week, staff 
restaurant on premises, non- 
contributory pension scheme. 


Write fully to: 
PUBLICITY MANAGER 
Cc. C. WAKEFIELD & CO.LTD., 
46 Grosvenor Street, London, W.1. 


SMART YOUNG VISUALISER required 
for busy Studio of Agency. Must have 
an alert mind and be able to sum up 
a scheme and get it down on to paper 
in slick layout form suitable for show- 
ing wo client. Finished Art work an 
advantage. This is not the job for a 
junior or trainee. Write fully including 
salary required to 
Box 5893 Ad. Weckly 180 Fleet St EC4 
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29, ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMEN’S 


VISUALISER MERUOUCECI CG Experienced 


i _ee | | CUT-OUT SHOWCARD 
CADBURY BROTHERS LTD. | ARTISTS 


A vacancy will occur at 


GREENLYS 


ave @ vacarcy in their Design Office for @ woman, preferably between 25 


epeed required for creative work on 
ae pore oe tenon comb a Y _ aan os — dealt showcards, cut outs, oo 
’ A lay stands, etc. On 
aan ae es or sirable reg — ppm bility in high on 
edventege. Write with particulars of ex- (a) Art School training, and training and i ial art, with | nd construction design for 
perience and salary to: special reference to typography and lettering as  apetied to labels and colour & 


wrappings. national advertisers 


CREATIVE CONTROLER, b) Ability to take, om 7 period of training, responsibility for the detailed | 
of the 


GREENLYS LTD. 
9 Berkeley Square, W.1 


Apply : 
ABBEY DISPLAY CO. LTD. 
49 Charles Street, London, W.1 
Grosvenor 8321 


office under the direction of the 
Head of ‘the omen 
Apply in writing before the 6th November, 1953, to: 


W. 5S. B., CADBURY BROTHERS LTD. | 
Bournville, Birmingham, 30 
| 


JUNIOR COUNTER CLERK for London 


A SPLENDID OPPORTUNITY occurs 
Office, boy about 15 years. Good stating age, previous education and experience in a Studio-Agency for a young man 
wages and hours, canteen facilities. with creative ability, and capable of 
Write Portsmouth 


and Sunderland producing modern visuals and Finished 


New - PUBLI(11Y AND SPACE SALESMEN | YOUNG GENERAL ARTIST 5: ‘age Geek for Geinted Gales ane 
soma ae Suen, BLA. requ! for newish medium, Many areas agency experience required. M he Journal Publicity under the guidance of 
ASSISTANT TO Space Buyer (femaic) vaca including London. Telephone versatile, capable and good at eter ny a specialist Write for appointment. 

required. Must have had at least two HAM 7021 or Write stating age, experience and stating experienc 
7 wa ae o cama py | Box 907 Ad. Weekly 180 Fleet St EC4 salary sequised so nga Box S887 Ad. Weekly 180 Fleet St BOS 

i , ‘ 
Ability to type schedules essential. | DESIGNER DRAUGHTSMAN required, Box 3939 Ad. Weekly 180 Fleet Si 14 | a) pm OUGHS WELLCOME & CO. have 
Shorthand an advantage. Phone or with sound constructional knowledge of | PRODUCTION MAN required to hanile a vacancy for a Creative Layout Artist 
write Crane Publicity Ltd., 5-9 Quality Poin’ of Sale Promotion, from Window | a number of Trade and 1 a with a sound up-to-date experience ina 
House, Quality Court, Chancery Lane, Disp!\s to Exhibition Stands. Ap- | Accounts for London Agency nd typography and the use of good art- 
W.C.2. CHAncery 5287. = Bane .-y amelie — — < me Ne proces rk work, to take @ position in their Art 
sECRE -AS ; . ‘™ waa essential. ‘rite full details in \iding Unit, handling press advertising and the 
"Gao ay — latin. ‘ough visuals into working o=- | salary required to production of booklets, brochures, ete. 
sieauane personality, heewindis of ake ings — Sy } ay pr yy Box 5944 Ad. Weekly 180 Fleet \: 104 Five-day week Pension scheme and 
vertising, faultless shorthand typing «oo * | LONDON AGENCY bes a vacancy for Canteen. Applications, which will be 
essential. Top bracket salary. Write ; _ Visualiser /Layout man, capable «! py treated in confidence, should give full 
Box 5905 Ad. Weekly 180 Fleet Sit EC4 7 ducing slick pencil visuals an Also particulars of age, experience and also 
finished layouts for clients. I lay an indication of the salary required. 
° week. Top salary to first class mon Personnel Officer, Burroughs Wellcome 
A First Class Box 5945 Ad. Weekly 180 Fleet S: 144 & Co,, 183/193 Buston Road, N.W.1. 
| EXPERIENCED SPACE SALISMIAN ADVERTISING DEPARTMENT of en- 
| wanted London area, for two hi ss gineering works in Willesden, N.W.10, 
G & Ww & & A L monthlies and yearbook withour m- require a technical Ulustrator capable 
petiuion Good appearance and tise of preparing line drawings. Kaowledgc 
factory sales record necessary. A its of publication layout and photographic 
are prepared by strictly spe cd experience an asset Apply stating age 
A R T i y T publicity Salary and commission experience and salary required to 
1c4 


Were you born with a pencil in one hand 
and @ paintbrush in the other? Then you 
may be the man we're looking for. BUT— 
we don't want an arty-crafty genius with 
a fiery beard and a temperament to match. 
We're interested in a versatile and ex- 
perienced layout man with both feet firmly 
on the ground. By all means let him bring 
@ sensibly-proportioned creative flair with 
him—but let him also have an honest ap- 
preciation of other people's ideas, and the 
ability to turn their visuals into first-class 
roughs for the client. You're the man? Then 
there's 8 permanent, progressive, well-paid 
job waiting for you with a very happy team. 


Ring our Studio Monager at 
CENtral 4030 


GORDON & GOTCH ADVERTISING LTD. 
75 Farringdon Street, London, £.0.4 


FIRST CLASS GENERAL ARTIST, ex- 


perienced in figure, lettering 
gencral for Fleet Street Advertising 
Agency Reply stating qualifications 


and salary required to 
Box 5946 Ad. Weekly 180 Fleet St EC4 
PROVINCIAL REPRESENTATIVES. 
Publishers of established export trade 
journal require advertisement represen- 
tative for Midlands and another for 
Yorks and Lancs. Prospects are ex- 
ceptionally good. Send fullest details 
and salary required to 
Box 5906 Ad. Weekly 180 Fleet St EC4 
MARKET RESEARCH EXECUTIVE 
(under 30) required by leading London 
Advertising Agency. The work is 
varied but ability to plan and be res- 
ponsible for consumer surveys at all 
Stages is essential. 
Box 5938 Ad. Weekly 180 Fleet St BC4 
PRODUCTION ASSISTANT required in 
Publications Department of London 
agency. He (or she) should be capabie 
of proof checking, paste-ups, copy 
fitting and general appreciation of lay- 
out. Typing and maintenance of office 
records essential. This is a permanent 
pensionable position. ase 8 write 
fully, giving age, details of experience 
and capabilities, and stating salary 
required 
Box S888 Ad. Weekly 180 Pleet St BC4 


required now or in the near 
future, capable of high class 
STILL LIFE, AIRBRUSH AND 
DECORATIVE WORK in black 
and white and colour for 
National Advertisers. If you 
are looking for a change, with 
an increase in salary and have 
had a wide experience in 
Agencies or Studios — please 
write, ‘phone or call 


Studio Manager 


HAWKE STUDIOS 
Limited 


22 CHENIES STREET, W.C.1 
Museum 1181-744] 


PRODUCTION ASSISTANT, male or 
femaic, required by progressive W 
London Agency, mainly on Technical 
Accounts. Knowledge of block order- 
ing and copy detail essential combined 
with intelligence. Write only initially 
Stating experience and salary required 
to AG R., 18 Thurloe Place, S.W.7. 

EXHIBITION STAND DESIGNER. 
Good visual artist required by Exhih- 


ition Contractors in West London 
Area Apply giving details of age, 
expericnoe, etc., to Box 1145, T. & G., 
101 St. Martin's Lane, W.C.2 


TECHNICAL REPORTS, BROCHURES, 
PUBLICITY. Experienced man re- 
quired © organise publicity section for 
London plastics factory. Must be very 
experienced in technical reports. 
Knowledge of engineering an advan- 
tage Write full particulars in first 
Instance to 
Box 5594 Ad. Weekly 180 Fleet St BC4 


Box 5948 Ad. Weekly 180 Ficet 


An establis! 
present operat: 
have vacancies 
and Tracers 

These artist: 
production of 
in the executic 

Applicatior 
accompanied t 
ment and qua! 


artists 


Apply 


P.O. 


Preference » 


‘Phone your Classifieds to CHA 884. (Ex 25) 


Box $723 Ad. Weekly 180 Fleet St BC4 


ANIMATED 
CARTOON 
PERSONNEL 


Anmated Cartoon Unit at 


South Africa will shortly 
Animators, Inbetweeners 


be required to assist in the 
commercials where speed 


work is essential 


further details should be 
ulars of previous employ 


ns 


given to young, unmarried 


ALEXANDER FILMS (S.A.) (PTY.) LTD. 
BOX 7724 
JOHANNESBURG 
SOU H AFRICA 


APPOINTMENTS VACANT Ms RAPPOINTMENTS VACANT ‘ 
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: ECE «CLASSIFIED ADVERTISEMENTS 
MARKET ADVERTISEMENT MANAGER 


RESEARCH Situations Vacant: “The enzagement of persons answering these advertisements must required for 
= many hy ae a Local Office of the Ministry of Labour or a age . ee 
wency applicant is a man aged 18-64 inclusive or a woman age - inclusive : ‘ 
Two Executives Required unless he or she, or the employment, is excepted from the provisions of the English daily and weekly 
Notification of Vacancies Order 1952.” newspapers in British Colony 
1, FOR CONSUMER SURVEYS _— wate = 


Must be able to design samples CROYDON ADVERTISING STUDIO Should be aged about 30 to 35. 


. . 
ond Questionnaires ond control ies Advertising Manager oe pa 
whole process to presentation é 4 
First-class opportunity for young RETOUCHING ARTIST required ment. Apply in writing, stating age, 
First-class half-tone artist. Salary conditions marital state, and with details of 
training and experience and copies 
of references to: 


man anxious for more respons 


excellent. Write ot phone: — 
ibility and wider experience 


Artvertising Ltd., 70 George St., Croydon 
2. FOR DEVELOPMENT CROydon 3930 has the experience necessary to 


The scope here is wide. The — — — handle a large advertising appro- Box N.783 
successful applicant will have a A TECHNICAL WRITER required by priation, editorial publicity, print, Cio Street 110 Old Broad Street EC2 
research)statistical background, firm in N.W. London area manufactur- 


ing aircraft electrical equipment. Appli- etc 
an analytical approach and suf cants must have concise style and he 


by leading wholesale fashion house 
Good salary for man cr woman who 


JUNIOR VISUALISER required by Man- 


chester organisation. Knowledge of pro- 

ficient drive to get his proposals capable of compiling technical specifi- Apply giving full particulars of duction and typography essential, with 

translated into action cations from data or drawings. Electrical experience to ability to produce finished lettering and 

knowledge essential, The position is working drawings. Write giving details 

Write giving full details of age, superannuated ee gives ——e Box 5947 of age, experience and salary required 

. scope t an ambitious man wit ace - < » : Te 

a experience and previous salaries to 1 sole Box 5845 Ad. Weekly 180 Fleet St EC4 


quate experience. Write stating experi- Advertiser's Weekly 180 Fleet St EC4 
ence, age and salar rquired to 
ATTWOOD STATISTICSLTD. ‘oon ‘722 Ad Weekly 10D Pheet % BOS 


|< ea eee ee — —— . . 

. , as vaca fy 

Chantrey House, Eccleston Street, $.W.1 LEADING LONDON AGENCY has a © Se ae tee veceney for tue Advertising Manager 

— —_ 7 —— vacancy for a Visualiser/Layout Man , “ ‘ . 

YOUNG ASSISTANT required for Pro- experienced in the production of very tll gy EB mre ~ = Pivoe a) 
duction Dept Some knowledge of quick slick pencil visuals and finished . ae caiaiiiaie 

block makers’ accounts and typing layouts for submission to client, Hours working drawings. Working knowledae Advertising manager (30-40) required by 

would be useful. Apply in writing to 9.15 to S18. Five-day week. Super- of epearegey and sppeeciation of can- eaten Seaken Say ane sees 

Personnel Director, John Haddon & annuation scheme in force. Please temporary design essential.) (2) Letter- manufacturers. Essential qualifications are 

Co., Lid., 1) Satisbur Square ECA write stating salary required (no speci- ing and packaging design (must be the ability to write selling copy from tech 

or phone CENtral aise _ ‘ ‘ a . _— really neat lettering artist, capable of nical specifications, edit a house journal 
: te nel ‘ = 7 » or executing first-class finished block knowledge of printing and production, 

ow eg . £ been ws a qaranmanaiemnmmonn sag hay drawings). Permanent, interesting work exhibitions and photography. The position 
quired in or ritish trace au ‘ A : . for keen, industrious men Send speci- s rogressive and a startin salary of 
overseas; temporary appointment with 24/30, required by London Agency mens, stating briefly experien a £700 £800 is offered ' 
possibility of permanency Applica Good educational standard, initiative, salary required to M‘ss A. Boden, c/o 

tions in writing by November 4 to bx serious worker. No Saturdays. Salary 33 Jubilee Place, S.W.3. Applications 

hibitions, Federation of British Indus according to experience will be weated as confidential 


Full details of age, experience and when 


tries, 21 Tothill Street, S\W.1 Box 5732 Ad. Weekly 180 Fleet St EC4 = available 
PRODUCTION ASSISTANT, experienced FIRST-CLASS EXHIBITION space sales- 5 

in copy detail, ordering and checkine man required by London Publishing First-Class Box 5923 

blocks and typesettings, required by House. Experienced in space selling by Advertiser's Weekly 180 Fleet St EC4 

WE. Agency Write full particulars personal contact and direct mail, Full 


including expected salary to detaiis to TYPOGRAPHER 
Box 5693 Ad. Weekly 180 Fleet St BC4 Box S891 Ad. Weekly 180 Fleet St bC4 


FASHION ARTIST required for London 
for Studio, must be experienced in all 

mediums and producing first-class 
work, permanency. Knightsbridge Ad- 
Important National vertising Service, 6 Sloane Street, 


Accounts. An opportunity |; S.W.t. SLO 2323 
} for the right man ADVERTISING MANAGER required by 


London Publishing House for progres- 

sive enthusiasts’ monthly. Salary plus 

h : E . Ww commission terms and excellent pros- 

. pects for the right man who should 

ave vacancies for: rwin Wasey ir ae canes Genie ator 

AND CO. LTD. vertising procedure and, preferably, 

space selling experience (both personal 

VISU LISERS Phone Mr. Kennard, and by direct mail) on trade journals 
A MAYtair BI71 for antment Full details, age, experience, etc., to 

" _ Box S889 Ad. Weekly 180 Fleet St EC4 


They must be fully experienced and able | SERDUGEION AGMOUANT wanes tr | eT ee, weet 


weneral studio work. Apply Vale 


. West Enc dvertisin wenc por- dios a to oad, 
to produce layouts up to presentation Rae Co * “I  ,* -Fé.-—*-— 


South Kensington. Telephone Knights- 
S-day week. Write full particulars to bridge 1987 
standard. Box $862 Ad. Weekly 180 Fleet St EC4 


auaenanmineas eum APPOINTMENTS WANTED 
LETTERING ARTISTS 


will have specialised in press work, 
and the other in the creation and pro- | d a M 
= . . duction of many types of consumer 
A good standard of finish is required. literature and direct mail They will A vertising anager 
both be capable of producing hard- M.LA.M.A. 
selling effective copy with layout scamps of very large company seeks @ similar post 
FIGURE ARTISTS sufficient to inspire designers working in London of the South or would join Agency 
with them to produce — outstanding as Director with suitable investment 
E . \| lj . ill advertisements and publications They 
specially naturalistic tlustrators. will have had at least three years’ ex- Box 5935 
Perens On sanlies Work, probeny Advertiser's Weekly 180 Flest St EC4 
with an agency, and will now be 
FASHION DETAIL ARTISTS tony to eo ian oan 
tion offering wide opportunitics and SHOR THAND.-TYPISTS, ae Sec- 
. . _. . . . . eventually senior executive respon- retarics, Clerks, etc If you are in 
Experienced in painting in convincing detail. sibilities. These are well-paid posts for urgent need of staff, contact Embassy 
men in their late twenties who have Bureau, Excel House, Whitcombe 
already done much good work and Sureet, W.C.2. (WHltchall $924.) We 
seck a broader canvas Write with specialise in efficient personnel 
Ww ; , : d i —— full details of experience, age and GENERAL ARTIST/ROTAPRINT, 70 
salary required, in strict confidence, to and 30 operator, seeks position. 
ra stating aes om Box 5892 Ad. Weekly 180 Flect St EC4 Lettering, layout, direct plate work, etc. 
‘ow YOUNG PUBLICITY MAN required by Three years with U.S. Information 
sa ary required to: London Periodical Publishing House Services 


THE ART DIRECTOR, CARLTON ARTISTS LTD | ce ge nn Migs Mg layout, Box 5943 Ad. Weekly 180 Fleet St EC4 


direct mail cam- | §§ THERE A Class Publication which, 


38 PORTMAN SQUARE, LONDON, W.1 Geta ae es pea | tie at Advertizament” Represcniative 


. : . Representative 
Box 5890 Ad. Weekly 180 Fleet St EC4 accustomed to-and highly successful 


: PRAVELLER required for London and at—hard direct selling wo clients at 

(Do not send specimens) Provinces for Outdoor Publicity Con- Managing Director level? Present post- 

tractors and Sign Specialists. Magnet tion: Advertisement Manager, industrial 
(Clapton) Ltd., 8 Sans Walk, London, publications 

|} BC. | Bax 5916 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Octosm 29, 1953 


CLASSIFIED ADVERTISEMENTS 


| Outdoor Advertisin 


Can you use 4 man 
experience”? = Executrsve——-Site Negoti- 
| ating--Planning and Supervision of 
| Hoarding, Panel and Bullen Board 
Frection, Inspection. Conversant town 
ind country planning Car owner 
Bomiciled Midlands. Willing to travel 
Reply to Box 5952 
Advertiser's Weekly 180 Fleet St EC4 
sound expert 
production, ac- 
contact, seeks re- 


with 28 years 


KEEN EXECUTIVE, 25, 
ence copy’ visualiser, 
customed top-level 
sponsible post with scope, preferably 
where his international background 
would be an asset. 

Box S912 Ad. Weekly 180 Fleet St EC4 


ALL-ROUNDER, copy, layouts, finished 
art, typography, production, seeks pas- 
tures new London area 
Box $953 Ad. Weekly 180 Fleet St BC4 

ADVERTISING AND PUBLICITY 
MANAGER, 25, production, exhibition 
and editorial experience, seeks change. 
Box 5930 Ad. Weekly 180 Fleet St EC4 


OPENING IN PUBLIC RELATIONS or 
Publicity sought by young man with 
initiative Pxperience of National 
Newspapers, Magazines, Radio and 
Ielevision in writing and production 
capacity 
Box 5931 Ad. Weekly 180 Fleet St C4 

YOUNG MAN, 2. compicted NS. 
wishes to learn advertising business. 
Box $933 Ad. Weekly 180 Fleet St BC4 

SALE PRICE! Due to 
first class copywriter 
£650. (Or free lance) 
Box 5934 Ad. Weekly 180 Fleet St B04 

LADY, 29, University education, good 
linguist and general artist, secks posi- 
tion with Publishers, Agency or P.R 
Department of larger firm 
Box 5841 Ad, Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTATIVE 
seeks change with prospects of eventual 
management Experience--Trade and 
(reneral Media 
Box S911 Ad. Weekly 180 Fleet St PC4 

YOUNG MAN (over forty); at present 
P.M. famous Engineering concern; vast 
Agency, Printing, Studio, Media ex- 
perience, visualiser/artist, secks respon- 
sibility at board room level Offers 
vision, energy and loyalty 
Box 5848 Ad. Weekly 180 Fleet St EC4 

MALE SHORTHAND.-TYPIST studying 
for D.A.A,, seeks post as Assistant with 
view to permanency on creative staff. 
Initiative and personality; specimens. 
Box 5612 Ad. Weekly 180 Fleet St BC4 


office closing 
available = for 


APPOINTMENTS. WANTED 


ADVERTISING EXECUTIVE. Farly 
40s, married. Secks opportunity with 
top-flight Newspaper, Periodical or 
Maga7vine in Managerial or Represca- 
capacit Present ippomtment 

tieement Manager {provincial 

Considerable Agency ¢x- 
(London and Provinces). Good 
mbining sound technical know- 
ledue th creative flair and proven 
sellin sbility Minimum = acceptable 
incor P00 
Box Ad. Weekly 180 Fleet St BC4 

ANIMATED CARTOONS. Lady seeks 
posit us in-between or Junior Ani- 
mator 
Rox S842 Ad. Weekly 180 Fleet St BC4 


ADVERIISEMENT REPRESENTATIVE 
seeks change Age 32. Car owner. 
Much \aried selling experience. Resident 
Nth. Cheshire. Basic salary and com- 
mission preferred 
Box S800 Ad. Weekly 180 Fleet St EC4 

LETTERING ARTIST SEEKS FRESH 
CONTACTS, 

Box S895 Ad. Weekly 180 Fleet St BC4 

YOUNG WOMAN, age 25, good figure 
and fashion artist, would like position 
in Studio” or Advertising Agency 
Limited experience as Free | ance 
Box S896 Ad. Weekly 180 Fleet St EC4 

ADVERTISING AND COMMERCIAL 
PHOTOGRAPHER, many years experi 
ence, secks progressive position, London 
Box S898 Ad. Weekly 180 Fleet St BC4 

ADVERTISING MANAGER secks new 
appointment with manufacturers or re- 
tail organ'sation Sound experience in 
creation and handling of effective ad- 
vertisine and sales promotion, print, 
Direct Mail, Copy, Lay-outs and Ex- 
hibition 
Box S897 Ad. Weekly 180 Fleet St EC4 

STUDIO MANAGER, Art Buyer, ex- 
perienced, requires change First-class 
layout ond fieure man 
Box S902 Ad. Weekly 180 Fleet St EC4 

INTERESTED? Young man secks middle- 
weight position with Agency or Ad- 
vertising Dept. Would prefer in or near 
London Fxperience? Seven years 
all with agencies, Production Manager, 
liaison, creative from A to 7. Salary” 
Good with excellent prospects for con 
scientious employee. Why not enquire’ 
I might suit you! 

Box S903 Ad. Weekly 180 Fleet St bC4 

PRIVATE SECRETARY, 
agency experience at 
secks similar position 


Box S910 Ad. Weekly 180 Pleet St BC4 


mixer 


advertising 
Executive level, 


creative 
visualiser 


with agency experience behind him— 
and a future in front of him, 
able to tackle with equal enthusiasm and 


imagination all kinds of 


advertising from biscuits to boilers 


Applications for an interview with 
the Art Director should 
be addressed in the first instance to 


The personnel director 


John Haddon & Co. Ltd. 
Salisbury Square, London, E.C.4 


ACCOMM 0 


| WEST END, 
floor wo let 


sunte five oms on fir 

now Furnished of part 
furnished Would = suit Proving! 
Avency or firm of Printers. Modern 
rental Immediate possession 
Box $936 Ad. Weekly 180 Fleet St bC4 

IDEAL OFFICES TO LET. Ludgate t)\\) 
Single offices, self contained suite " 
entire floor, Furnished or unfurnished 
Phones all rooms Building always 
open From £3) weekly SPFedwell 
47&H 


BUSINESS OPPORTUNITIES 


STRENGTH 


If you run a small agency or consul- 
tant’s business and have realised the 
value of teaming up with an enthus- 
iastic and reliable partner, you are 
invited to examine the prospect of 
joining forces with small but prog- 
ressive firm of similar character and 
several years’ standing 


Saving on overheads; freedom for 
additional planning, service and 
promotion; these are only two of 
the obvious gains 


Aninteresting proposition alsoexists 
for an account executive handling 
his own accounts who seeks greater 
reward for his toil 


If interested in building for a solid 
future, write in confidence to: 


Box 5681 
Advertiser's Weekly 180 Fleet St EC4 


CINE-TECHNICIAN, with own equip- 
ment and studio, would like to know 
of Cartoon Artist’ having aspirations 
affecting Animation Work for Commer- 
cial Television Pooling of resources 
in mind 
Hox $937 Ad. Weekly 180 Fleet Sc C4 


DIRECTOR 


required 


in an established Nationa: 
Outdoor Advertising Com- 
pany 

Contact Personality 
essential for a wide field 
of sales, salary £1,000 
and profits. Capital re- 
quired £3,000 to £4,000. 


Box 6880 
Advertiser's Weekly 180 Fleet St EC4 


Talk to MR. A. 3. C. ANDERSON about 
it! Themes, copy and layout ‘flims’ 
Progress Fee Rate, or Retainer. [he 
Purrow, Wrabness, Essex. "Phone R 
sy 234 

COMMERCIAL ART STUDIO interested 
in working arrangement on a reciprocal 
basis, with First-class Blockmakers 
Box 5900 Ad. Weekly 180 Fleet Sth 4 

STUDIO, completely equipped, in 
modern premises, W.C. district, has 
space available and seeks working ar 
rangement with another w pool 
resources Backed by important pr: 
vincial printing house. Principals on!y 
Box S868 Ad. Weekly 180 Fleet St 4 4 


Advertising Novelty 
Sales Representative 


withes to contact live manulacturer interes ‘ed 
in developing sales organisation among 
Buying Agency endior National 
Advettners 
Box 5927 
Advertiser's Weekly 180 Fleet St £04 


Agents 


ADVERTISER'S WEBRKLY 


BUSINESS OPPORTUNITIES 


REQUIRED vw purchase 
Rillposting Company in 
don 
Box 5899 Ad 


small 
Ton- 


outright 
Central 


Weekly 180 Pleet St BC4 


MISCELLANEOUS 


DEBTS COLLECTED throughout Britain 
No result-—-no commission Halegal 
(Estab. 1919) 80 Leeds Road, Bradford 

COMMERCIAL ARTISTS need “Tech 
nique of Advertising Layout.” Hun- 
dreds of = illustrations 18s 
Cloth, 15s, Partridge Publications, 
Bloomsbury Square, W.C.1 


FREE LANCE ARTISTS 


For all types of Artwork 
for Children’s Books contact 


THE TUDOR ART SERVICE 


1 Furnival Street, E.C.4 
Hol 8841 : 


TECHNICAL ELLUSTRATION, perspec- 
tives, exploded views, e¢tc., prepared 
from blue prints, line work only 
Box 5942 Ad. Weekly 180 Fleet St bO4 

LETTERING ARTISTE for reproduction 
requires COMMISSIONS 
Hox £940 Ad. Weekly 180 Fleet St bC4 

TECHNICAL, Space salesmen, free lance, 
on generous commission required by 
london National Motoring Magazine, 
must have experience of etiling to 
automobile industry 
Box 5909 Ad. Weekly 180 Fleet Si B04 

IDEAS, LAYOUT, ARTWORK, PRO- 
DUCTION. Commissions requested 
Box 5914 Ad. Weekly 180 Fleet St C4 

FREE LANCE GENERAL ARTIST re- 
quired by food manufacturers. In con- 
fidence telephone G. S. M., Rodney 
$261 

HIGURE STUDIES PIN-UPS, etc. Con- 
tact Lansdown Studios, 7 Stockwell 
Road, SW.9. Te. Brixton 3711 

ARTIST, capable of handling Lettering, 
Technical, tine and Airbrush work 
Rox Top Designer and Film Advertis- 
ing (not figure). Quick service, reason- 
able prices. ‘Phone ENPicid 4145 

FREELANCE OR EVENING WORK 
available for first-class lettering of 
General Artist resident Kingston-Sutton 


area 
Box S901 Ad. Weekly 180 Pleet St BC4 
FREELANCE WORK WANTED, layout, 
lettering, still-life and designing. First- 
class. Lyons, BAY 5547 


SALES AND WANTS 


ADANA No, 2. Printing outfit complete, 
two chases, two type founts, galley, 
etc. £7 10s. Ring GRE 2322, or call 
20 Halstow Road, Greenwich, 


TENDERS 


GENERAL POST OFFICE 


Advertisements in 
Telephone Kiosks 


The Postmaster General invites offers for 
the right to obtain advertisements for ex 
hibition in Post Office Telephone Miosks 
distributed Scotland, Wales 
and Northern reland The Advertisements 


wm England, 


are to have » business card layout, printed 
in groups of 6 to 12, in black or black and 
red, on cards Contractors who wish to be 


invited should epply 


m writing to the 


POST OFFICE CONTRACTS DEPARTMENT 
(R. $. & W. Branch), 
Telephone House, Temple Avenue, 
London, £.C.4, before 6th November, 1963 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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STOP PRESS 


NEWSPRINT RUMOURS 


Rumours of an early end of news- 


| 


~ AITO co 17. || Se Me oe eee 
MUNICIPAL ENGINEERING Seti’ Saiect tet: 
| | es see eee ein 


Commenting on stories of possible 
(I Frida ) — P.. , — for trial 
Ss. eve ri period, Ceci . King, chairman, 

" id y “Daily Mirror,” said: “Trial 
could not come before middle of 


next year. Supply position is so 
tight.’ 


‘SCOTSMAN’ BOARD 


New board of directors of Scots- 
| man Publications Ltd., which own 
“Scotsman” and “E Edinburgh Even- 
ing Dispatch,” comprises: Ro 


F t . . t N 6 7 Mey nets | een = > 

y mbe ay; Colin MacKinnon; James Muir, 
eatures in its ove r issue | president of Royal Bank of Canada; 
' James Whitton, chartered account- 
ant; Kenneth R. Thomson (son of 
Roy Thomson); and Edgar Smith, 
retired works manager of the 
“Scotsman.” 


A. E. G. Davy, formerly with 
the Sheffield Dorland Advertising Ltd., has been 
appointed to the board of Newman 

eame Ltd. and will be in charge 
of promotional development work 


{ 2 26 O00 Qn behalf of Harry Green Ltd., 
¢ 5 


soap makers, Allardyce Palmer Ltd. 
will in New Year launch campaign 
| for “Mary Drake” luxury soaps in 
| national and women’s journals, and 
| for industrial soups in trade and 
| technical journals. 


refuse disposal works 


Record sum of over £8,000 ex- 
pected to be raised from this year's 
annual concert in aid of “Old Ben” 
held at the London Coliseum on 
Sunday. 

Programme also realised ame = 
the largest sums ever. Space 
sold by the “Daily Mirror™- “Sune 
day Pictorial” group. 


| Ulric B. Walmsley, director and 

; | advertisement manager, “Sunday 

Final copy date | Graphic,” and Alan ‘Whitworth, 

. director, Incorporated Society of 

— A, os gnons 

; er those w were invest w t 

November 4, 1993 OBE at Buckingham Palace on 
Tuesday. 


W. H. Gough, resigning from 

' Samson Clark & Co., Ltd. after 27 

years, has now joined Richard Potts 

& Partners Ltd. as senior account 
executive. 


G. W. Leslie Reece, account execu- 
tive, C. J. Lytle (Advertising) Ltd., 
appointed to the board. 


Sidne Cogswell, a director of 
Lintas Ltd., and in cha of Surf 
advertising, goes to Ham early 

next year as chairman of Lintas 
| G.m.b.H. As advertising director 

of Pepsodent Co. he was respon- 
| sible for launching Pin Up home 
— | perm wave. 


HOL. 5502 
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